You Will Find 


in “The Recorder” 


A Return to Quality 


When a shoe merchant in Zurich, 
Switzerland, shows a Scottish window, 
bearing the card: “The Scots are the 
most economic people of the world. They 
know that only the best is cheapest”— 
isn’t it good publishing for us to show 
how Max Fiedler used it to emphasize 
his “return to quality” campaign? 


When we publish the window with its 
tartans, kilts and dirks, we know that 
every Scotsman running a store will 
want to duplicate it—thus proving that 
good shoe ideas know no distance nor 
geography. If it is good and useful on 
“Bahnhofstrasse,” it may be good on 
“Main Street.” 

* * * 


With six weeks of school behind them, 
a lot of youngsters are about ready for 
‘new shoes. Active, vigorous boys and 
girls wear out good shoe leather in an 
amazingly short space of time, and the 
profit in children’s shoes lies largely 
in replacements. It’s a good time to 
make sure stocks are ready for the call 
that must develop in the next few 
weeks. And so we show you new and 
interesting styles in smart junior foot- 
wear and tell you about some interest- 
ing recent developments in the juvenile 
shoe field. 
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Tne service offered by them 
Florsheim stock department. .? 
both in handling orders and by 
carrying a complete assortment of 
styles and sizes... is an impor-- 
tant factor in helping Florsheim 
dealers profitably merchandise 
Florsheim Shoes. The shoe shown 
is the Princeton—S-288— one of 
mary semi-custom shoes carried 
in stock, Write for a catalogue. 


Tue Frorsnem SxHor Company 
Manufacturers. 2 Chicago 


Retailing at ( 


When writing advertisers please mention Boot and Shoe Recorder 
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OT AND SHOE 


October 8, 1932 


John R. Hutton, 


of the Hutton Shoe Store, Cham- 
bersburg, Pa., is given first po- 
sition in this column for leadership 
in a business now in its 100th year. 
Soon they will celebrate the 100th 
anniversary of the foundation of 
this shoe business in Chambers- 
burg. 


la 
a ca 


7 


Back in 1863, when the south- 
ern army destroyed Chambersburg 
by fire, John Hutton’s grandfather 
hid his stock of shoes in an empty 
cistern. Today’s inventory runs 
about $40,000, and it is kept in con- 
stant movement toward the cus- 
tomer. His ancestors have seen 
many ups and downs in the shoe 
game and his store numbers one of 
the few businesses with a one- 
family management in a century 
of service. 

We had occasion this week to 
thank Mr. Hutton for renewal of 
subscription and a Boot AND SHOE 
RECORDER readership of fifty 


years. 
hel ae 


Cat. A. L. Mercer 
at a banquet of the Vulcan Cor- 
poration, held at the Hotel Hurth, 
Portsmouth, Ohio—said: 

“Industry represents the ex- 
change of commodities. It now 
takes too many bushels of wheat, 
too many pairs of shoes, to buy an 
automobile, a building operation, 
or ride on a train. It is an eco- 
nomic fallacy to say that high 
wages make prosperity. In real- 
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ity, prosperity makes high wages. 
Fundamentally, the some ten mil- 
lion idle men must get back to 
work somehow, and the only pos- 
sible way that can be accomplished 
is to get wages in all industries in 
reasonably fair balance, so that a 
man who is working can afford to 
exchange the result of his labor for 
the labor of those who are not 
working. This is not an argument 
for low wages, nor high wages— 
let demand and supply work free- 
ly—it is an argument for balanced 
wages, trading wages you might 


- ” 


cal! it 
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Henry W. Jones, 


74, Factory Association Engineer 
in Brockton, has enjoyed 59 years 
of steady work without a day of 
sickness. As far as school educa- 
tion goes, he says: 

| SLEPT HERE —1 


EEZE IN 
HOUR, 


J \F 
COULD S$ 
& ANOTHER. 























“T don’t believe I was in a class- 
room more than three months in 
my lifetime. As an adult, I began 
the study of mathematics and en- 
gineering and through the guid- 
ance of a friend I obtained a use- 
ful and general education.” 

At this time of the year he 
arises each morning, except Sun- 
day, at 3.45 and reaches the shop a 
little after 4. He’remains there 
until 5 each evening. In the Win- 
ter he has an assistant and his 
hours are cut down. 

What’s more, he enjoys his work 
and says: “My capacity for work 
is more than that of two ordinary 


thirty-year men and I for one don’t 

know of a case where work has 

killed a man. It’s this damn idle- 

ness that does much more harm.” 
x ok * 


Edges B. Davis, 


who started in shoes in Brockton, 
then made a fortune in rubber and 


followed it ‘up with two or three 
fortunes in oil, maintains that the 
present condition of the world was 
brought on by unfair and un- 
friendly competition. Mr. Davis 
was long ago with the Geo. E. 
Keith Co., still keeps a residence 
in Brockton and is known to men 
of the trade everywhere. 

He writes in the October issue 


of the North American Review. 


He terms the depression as more 
devastating to all than the World 
War. He also adds that we 
should not be content with going 
back to live the same as in the 
days before the depression, but 
should realize the rich and poor 
have a common interest. 

Mr. Davis’ solution is to adopt 
the economic principle of “Love 
thy neighbor as thyself.” The 
public of today, he says, is the 
owner of corporations and not 
a small group of men as in the 
past. Congress should have indi- 
viduals who have the welfare of 
the country at heart and put it on 
a higher plane than party success, 
he adds. 

In its column “By Way of In- 





troduction” the North American 
Review carries the following: 
“Edgar B. Davis (The Way Out 
‘—and On) has been an intimate 
friend of the editor’s for 25 years 
since their first trip around the 
world in 1907.” 

Mr. Davis further points out, if 
the country were visited by a 
dread disease, measures would be 
taken to combat it and this caused 
him to ask the question: “Why, 
then, should we temporize with the 
economic cholera of unfair com- 
petition ?” 

He further states that America 
cannot remain half capitalistic and 
half destitute. He describes capi- 
tal as but crystallized labor and 
when capital is destroyed the ac- 
cumulated work of labor is sacri- 
ficed. 

As a manufacturer in Massachu- 
setts, as a man who originated and 
directed the United States rubber 
plantations in the Far East and, 
during the past dozen years, as the 
discoverer and operator of impor- 
tant oil fields in Texas, Mr. Davis 
has been an attentive student of 
economic affairs. 


* * * 


be army shoe wins! 
A detail of the 5th U. S. Infantry 
pitched camp by the roadside in 
Bethlehem, a town in the White 
Mountains of New Hampshire. A 


THIS MAN'S ARMY 
MARCHES ON ITS 
* 4 FEET 


he ie 


couple of shoe men watched them 
from the comfortable seat of a 
motor car. The soldiers had 
marched 30 miles that day. They 
answered the bugle call to supper 
quicker than a man of business an- 
swers the dinner bell after a day 
in the swivel chair in the office. 
They were to march a longer dis- 
tance next day, and, in the course 
of a week or so, complete a march 
of 300 miles from Vermont to 
Maine. 

From a private in the ranks this 
information was had: 

A recruit can step along eight 
miles and then he’s tired. A 
trained soldier marches 24 hours 
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—Richard Sherrington, able advertising man- 
ager for The Selby Shoe Co. says: 

“Gyp merchandise does not put 
money in anybody’s pockets. Quality 
merchandise puts money in everyone’s 
pocket who has anything to do with 
the raw material, the manufacture, 
or the distribution of it.” 

—Mr. Sherrington knows what he is talking 
about. His long experience with quality 
merchandise gives him a factual basis on 
which to render safe and sane opinions. 


—Much of the wreckage in the shoe busi- 


ness is due to the insistence of certain — 


so-called manufacturers to see how cheap 
they could make shoes at the expense of 
the other fellow. 

—Today, however, there is a decided change 
for the better. A general recognition of 
and demand for quality, a willingness to 
give as well as to take a profit, all point 
to better times for this shoe industry of 
ours. 

—The scavenger is doomed. 


tk Te 


President. 


and calls it a day’s work. A vet- 
eran can march 40 or even 50 
miles on foot in a day, if the emer- 
gency should require. That’s good 
foot mileage, is it not? But it 
wouldn’t be possible unless the 
army had good shoes, fitted right, 
and feet and legs fit to march. 
National safety depends on guns 
and men, and both depend upon 
footwork, first, that of the trained 
troops, and next upon the volun- 
teers and citizens called to arms. 

So that’s an argument for good 
shoes for men, fitting them right, 
and using them good and plenty. 


* tk Ke 
Haesset’s 


of Chicago (father, son and grand- 
son) have been in the shoe business 
since 1876 in practically the same 
location. According to Henry 
Hassel, grandson of the founder, 
they have always catered to a pop- 
ular priced clientele, maintaining 
the best quality possible at prices 
offered and depending on volume 
for profits. Guaranteeing satis- 
faction to a customer has always 
been one of their policies and is 


the best assurance, he believes, that 
a house can give of quality. Money 
is cheerfully refunded to any cus- 
tomer who is not satisfied with the 
wear of his or her shoes, the cus- 
tomer’s word being sufficient, with- 
out any argument. However, this 
privilege has seldom been abused, 
he says, and continues to operate 
successfully. 

In displaying the Hassel Hun- 
dred styles in the windows, they 
state: 

“New Fall prices at Hassel’s 
range in women’s shoes between 
$3.45 and $5.85; in men’s shoes 
the range is from $3.35 to $7.85.” 
According to this house prices have 
struck rock bottom. It has always 
believed in newspaper advertis- 
ing. In present publicity value 
rather than price is the talk. In 
quoting the above new prices, 
therefore, stress is laid on the 
maintenance of former quality. To 
point this, attention is called to de- 
pendable leather, and comfort 
building as well as to appearance. 
The new Fall prices are possible, 
it is said, because of a reduction of 
overhead. Attention is further 
called to the 57-year-old reputa- 
tion of the house with its guaran- 
tee of “satisfaction or your money 


back.” 


* * * 


A woman fell 


down a flight of stairs and brings 
suit for damages because she 
broke the heel of a new pair of 


ore 
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shoes and was injured. But re- 
sponsibility could not be traced 
back to the shoe manufacturer in 
such a case. 

Justice Meier Steinbrink in Su- 
preme Court, Brooklyn, so de- 
cided today when he dismissed the 
$5,000 damage suit against Lax & 
Abowitz, shoe manufacturers, 
brought by Mrs. Alice Sherwood, 
57 St. Paul’s Place, Brooklyn. A 
few hours after she bought the 
shoes, she charged, one heel broke, 
she fell and was injured. 

“The duty of a manufacturer to 
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those using his product,” Justice 
Steinbrink held, “arises only when 
the product is such that it is rea- 
sonably certain to place life and 
limb in peril when negligently 
made. There must be knowledge 
of the danger not merely possible, 
but probable in applying this rule. 
The courts of this State have re- 
fused to treat as dangerous an or- 


dinary bed and a vacuum cleaner.” 
* * * 


J. F, Jarman, 


president of the Jarman Shoe Co. 
of Nashville, Tenn., announces 
that he has placed an order with 
the Ohio Leather Co. of Girard, 
Ohio, for 1,000,000 feet of calf- 
skin, which will require the pelts 
of 83,000 calves to fill. 

“This is a fairly large order and 
yet it will not cover our require- 
ments with the Ohio Leather Co. 
And, in addition to that, we buy 
calfskin from four other tan- 
neries, and other leathers such as 
kidskin, buckskin, etc., from five 
more tanneries. 

“Our July business was 38.8 
per cent better than June, and 


August was 414.1 per cent better ° 


than July,” said Mr. Jarman. 
“With these figures adjusted for 
seasonal variations, August showed 


an improvement of 95.9 per cent. 
*k * * 


Car. Harry Davis 


of the Walk-Over shoe store on 
St. Charles St., New Orleans, win- 
dow-cards the return of prosperity 
by quoting receipts of New York 
vaudeville and motion picture 
houses to prove it. The figures, 
prominently displayed on a sign in 
the show window read: Capitel. 
5400 seats, $50,500; Paramount, 
3664 seats, $68,000; Palace, 1700 
seats, $22,800; Winter Garden, 
1418 seats, $29,000; Strand, 2950 
seats, $31,000; Mayfair, 2200 
seats, $23,000. More money for 


movies—more in circulation. 
* * * 


[, appreciation 
of their efforts to aid the town of 
Rockland’s Milk Fund, the entire 
teams of the Boston Braves of the 
National League and the Falmouth 
Team, champions of the Cape Cod 
League, were the guests of Alfred 


I, Donovan, president of the E. T. 
Wright Company, Rockland, at a 
banquet at North Scituate last 
week, 

The genial head of the Arch- 
Preserver factory, who for years 
has been actively engaged in sim- 
ilar charitable causes, has suc- 
ceeded over a period of years 
through his friend, Judge Emil 
Fuchs of the Boston club, to have 
the Braves play some team of 
championship calibre at Rock!and 
for this cause and as usual when 
the game is played, expresses his 
personal appreciation in the form 
ofa anaes 

* 


he stories are 
making the rounds. The first is 
that of a man who signed a check 
which was returned to him un- 
honored with the words: “no 
bank” written across it. 

The second is the story of the 
only man who foretold the slump. 
He sold all his stocks, put his 
money on deposit and then sat 
back and smiled. The bank 
cfashed and after eighteen months 
paid him 25 cents on the dollar. 


“AND THEN HE SAYS 


“" MUST HAVE AN AD 


THAT PEOPLE /7¥ 
CAN SEE'” 





et Shi “ : 


With this money he was able to 
buy back all his stocks, with some- 
thing over in cash. 

* ok 


Approximately 5,000,000 
new leases are signed for change 
of residence on Oct. 1. You can 
do your part to reduce the high 
cost of government by correcting 
and revising your mailing lists in 
October. 

In your own case, if you are 
changing your address, you can ex- 
pedite delivery of your mail ly 
giving your new address at once 
to all your friends, to the publish- 
ers of magazines and other period- 
icals. 

‘The government furnishes con- 
venient mailing cards (form 22-B ) 
which you can send to each of your 
correspondents to show your new 
address. If you want to ease the 
cost of government—here’s how 
—in a business efficiency way. 

et ok 


Lists Harper 


‘ traveling in Wisconsin with Lion 


Brand shoes, forwards an order to 
the sales manager for ten dozen 
good shoes, with the statement: 
“Tell ’em and sell ’em. Here's 
where we cut into the cheaters and 
the red horror lines. Now is the 
time for every salesman to come 
to the aid of quality.” 


p 
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he Grows Older 


By RUTH HARRINGTON 


Fi should be an easy matter, 
this season, for the older woman to be well.shod. All shoe stores should 
be able to make a strong appeal to this important clientele. 

An economical season has brought conservative styles; the high cost of 
taxi-cabbing, a demand for better fitting shoes. A higher cut in clothes 
has meant the higher cut as a fashion note in footwear. Style shoes are 
getting more practical and, at the same time, older women’s shoes are getting 
smarter. The old thick soles, the chunky heels are as out of date as black 
stockings and crepe bonnets. 

A shoe firm that keeps a consistent count of the trend of styles and 
leathers tells us that it is getting harder and 
harder to distinguish between the shoes sold to 
mothers and the choice of their daughters. 
Theirs is a conservative business, to be sure. 
They never at any time go in for extremes. 

' But this year, particularly, they find that the 
Above, Sabot strap y quiet good taste which is approved by the older 
shoe, showing the 7%. generation is also demanded for certain occa- 
new bolder use of y oo / sions and costumes by the youngsters. 
Cogs MR _ é , Any of the shoes shown on these pages 
ford with gray stitch- ; 
ing suggested for might be worn by a mother, a grandmother or 
gray costumes. even by a great-grandmother with progressive 
ideas. To promote shoes to your older cus- 
tomers is, as far as style goes, more a matter 
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Has there ever been a season when style shoes 


and what one stylist nicknames “Momma” shoes 
have had so much in common? 


OXFORDS, for instance. LOW HEELS for walking. 
SUEDES. These are high notes for all ages. Even 
the dark brown in fashion this year and one odd 
color of the season (Do you call it Beetroot, Bor- 
deaux, or Porio, in your store?) are colors suitec 
to the older trade as well as to the up-and-coming 


generation. 


The photographs show Norma 
Shearer in the middle and last 
sequence of “Strange Inter- 
lude.” In the Metro-Goldwyn- 
Mayer film this talented ac- 
tress, with the aid of skillful 
costuming and make-up, por- 
trays the passage of time from 
girlhood to old age. 


Shoe Tastes of the Mothers Not So 
Different from the Daughters’ Nowadays 


of selection in selling than it is a question of buying special shoe types. 

What will the older woman want this Winter to go with the costumes 
she has chosen? Taking a glimpse ahead, what will she want for mid- 
season and Spring? We are approaching these questions entirely from the 
style angle, leaving the important subject of orthopedic features to another 
time. Correct rather than corrective footwear, the art rather than the science 
of fitting the older woman is the subject under discussion. 


Biack shoes come first, of course. 

Black is living up to all expectations as a cos- 

tume color. The black shoe with a touch of a 

neutral tone (just a touch) to tie it into gray- 

brown stockings and silver fox furs, is an ex- 

cellent choice. As we come into Spring, three 

of the best ways of lightening the black shoe 

should be the details of lighter stitching, inlays y Above, A T-strap 
of two-tone lizard, pipings of silk kid or gun- ; P jj sandal in faille and 
metal patent. (We will have more to say about re) | satin combination; 


the black shoe when we come to the question left, the high cut 
pump with simulated 


of gray.) | button fastening. 
It has never been so easy to sell the older 


women brown shoes as it is this year. The best- 
[TURN TO PAGE 38, PLEASE] 
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Fred L. Haehnilen is 

one of the authorities 

on all types of shoes 

for sports wear in this 

country. For the past 

18 years he has held 

the important post of 

buyer for the Aber- 

crombie & Fitch shoe 

department. There is 

in all probability no 

store in the entire world that is more 
widely or favorably known in its par- 
ticular field than Abercrombie & Fitch 
of New York. 

Mr. Haehnlen makes a detailed study of 
all sport shoe requirements at the very 
source. There is not one shoe in his 
stock that is not there to fill certain 
well defined customer requirements. 
Every person on the floor knows the 
shoe requirements of every sport, for 
this is the Haehnlen way of doing things. 
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Hunting Boot 


Will Pay a Good Price, 
However, for Footwear 


That's Just to Their Liking 


Hunting as a sport appeals 
to a large number of men. It is not con- 
fined to particular localities, for bird and 
game hunters are found in abundance in 
every State. There are some 6,000,000 hunt- 
ing licenses issued in the United States 
yearly, not to’speak of the annual exodus of 
big game followers to Eastern and Western 
Canada. 

Hunters as a class spend freely and take 
particular pride in owning expensive equip- 
ment. They think little of spending any- 
where from $30.00 to $1,800 for a gun they 
want or of paying $10.00 a day for a camp 
and guide, or banging away $5.00 worth of 
shells in “off” seasons at clay targets to keep 
their eye in trim. 

Hunting footwear to a hunter is im- 
portant—very important. No part of his 
equipment receives more attention because 
he realizes how vital his boots are, both to 
his health and his safety. You can appreci- 
ate this fact when you picture a hunting 
trip stalking either birds or game through 
unbroken rough country, with streams to be 
waded and slippery climbs to be encountered, 
and always ten to twenty miles to cover in 
a day. The man who likes to hunt is likely 
to be a particular customer. He is often 
hard to please. But he rarely balks at the 
price if the merchandise appeals to him. 

Footwear must be comfortable, light in 
weight yet most serviceable and as near 
waterproof as he can get it. These require- 
ments mean highly specialized boots and the 
hunter, knowing this, has always been a 
buyer of expensive footwear. 

The most popular rubber hunting boots 
are sold at retail from $4.35 to $10.35, the 


“Botte Sauvage” (Boot of the 
Savage) is a very unusual type 
of boot in that it is a pull-on 
kind with no lacings. The in- 
step strap holds the foot in 
place. This shoe developed by 
Abercrombie & Fitch. 
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Customers Are Hard to Please 


By 
FRED L. HAEHNLEN 


Manager Shoe Department 
Abercrombie & Fitch Co., New York 


price depending on the height of the 
tops. Regulation hand made moccasins 
such as we carry retail from $9.00 to 
$35.00. Price, however, is seldom the 
deciding factor in making a sale, 
while the utility of one particular 
boot to do a certain job is everything. 

In soliciting hunting boot business 
it is well to realize these facts and 
to present your boots in such a way 
that the hunter appreciates the reasons 
for, what he might term a “high 
price.” 

Some hunters are partial to the 
moccasin type of shoe and a real 
moccasin is very satisfactory owing 
to the fact that it is light in weight, 
perfectly smooth inside, as the sew- 
ing of the toe seam is always on the 
outside of the shoe. As the vamp 
in a true moccasin runs underneath 
the foot, water cannot enter unless 
directly through the leather itself, 
and this is guarded against through 
the medium of oil or dubbin throughly 
rubbed in. It is necessary to wear 
heavy wool socks in these .shoes in 
order to enjoy comfort, as the wool 
acts as a cushion and absorbs any 
moisture or perspiration, thereby pre- 
venting blisters. Anyone ever having 
experienced blistered feet on a hike 
or hunting trip is well aware that all 
enjoyment of the sport is lost. 

Any experienced man going into 
the woods demands footwear as light 
as possible for the particular job he 
intends to do. His boots must be 
flexible, serviceable and as near 
waterproof as hands can make 
them. Therefore the require- 

[TURN TO PAGE 58, 

PLEASE] 
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A light weight boot, 
made especially for 
working in the snow 
or for bird shooting. 
(Right) 





Crusier Moccasin, a 
moccasin with a 
welted sole. Has a 
full pac hard sole, 
which will carry hob 
nails in. soles and 
heels. Uppers are of 
Paris veal and spe- 
cially treated to re- 
sist water. Designed 
for hard wear and 
rough going. 


At left, popular rubber foot, leather top 
boot. Comes in 6, 10 and 16 inch tops. Best 
for still hunting, going in marshy places, duck 
shooting and may also be used with snow 
shoes on account of the soft crepe rubber 
soles. This type boot is a free seller in that 
it is light in weight, inexpensive and water- 
proof. 
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Fashion's Part in the 





Artificialities of post-war period 
giving way to sense of balance and 
harmony, with naturalness as keynote 





Pleny Ford says that in our 
economic life we have reached the end of an era. We 
are passing through a period of revolution, he main- 
tains, less spectacular but no less real, than the eco- 
nomic, social and political upheaval in Russia. Most of 
us will agree with Mr. Ford to the extent that we are 
in the midst of radical changes destined to have a far 
reaching effect upon our future. America, after the 
depression, promises to be an America differing as 
radically from that of ’28 and ’29 as Post-War 
America differed from that of the fifteen year period 
which followed the turn of the century. 

Fashion rarely fails to reflect marked changes in 
the manners and modes of life of peoples. What then 
are to be the changes in fashions that will evolve as 
we emerge once more from the economic stagnation 
of the recent past? Perhaps the question is a bit 
premature, when no one is as yet able to gauge the 
extent or character of the changes we shall see in the 
crucial years just ahead the period of economic recon- 
struction. But those whose responsibility it is to set 
the course of fashion are already giving deep thought 
to the problem. 

Writing on the subject “1932—Forms and Values,” 
Lucien LeLong of Paris observes: 

“We have had enough of optimists and enough of 
pessimists. We have heard the alarm bell ring so 
long it fails to frighten us any longer ; indeed, it only 
seems to be sounding the knell of these pronouncia- 
mentos of business men that the tide has turned. 


“The tide will turn when it chooses and we can 
do nothing to hinder or advance it. The point is that 
we are living in a period of challenging difficulties 
and stimulating uncertainties; our joy is in making 
the most of it. 

“This feeling of joy is the strong undercurrent of 
really creative activity today. Especially is this true 
in the world of couture, although events have imposed 
many new problems and seemingly insurmountable 
obstacles. Women must be as beautifully dressed as 
ever, and this under economic and psychological cir- 
cumstances that change from hour to hour. If Fashion 
is supposed to be a manifestation of our inner lives, 
a depicting of our emotions, then we should have to 
create new models every day. 

“It is for this reason that this present collection is 
dominated by a spirit of variety, a kind of Will-o’-the- 
Wisp, now visible, now invisible, but always present. 


“Ou outlooks are so quickly 
changing at present it is difficult to tie oneself down 
to a single style conception or any kind of uniformity. 
Opinions are certainly varied, what with Communists 
talking like aristocrats and aristocrats like Commun- 
ists. It is to answer this variety of outlook that I 
have banned from the Winter Collection any model 
which seemed conventional. 

“The creative spirit has been all but mortally 
poisoned by the apathy which has been holding sway 
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Economic Reconstruction 


Lucien LeLong of Paris observes strong 
undercurrent of creative activity follow- 
ing era of economic disillusionment 








for so long a time. The fact that the leaders of the 
world have shown an appalling indecision and lack of 
orientation has had its influence on couture. [ashion 
creators have all been like Mr. Micawber—waiting 
for something to turn up—for some miracle to trans- 
pose the world back to its former plane of prosperity. 


dd 
Now that we definitely know 
that such a miracle is materially impossible, we can 
forget the past frenzied disintegration of the economic 
norm and think in terms of present-day necessities. 

“If I had to term this epoch, I should describe it 
by an antithesis in saying it is exactly at the opposite 
pole of the Renaissance Period. 

“Compare the complications of that epoch with 
its petty intrigues and expensive whims with our 
chastened times; the people of the Renaissance were 
more personal than national in their attitude ; our out- 
look is world-wide. 

“This does not mean that women are to become 
plain, that beauty and feminine charm are to be 


IMlustrations show a group of re- 

cent footwear fashion origina- 

tions by representative Parisian 
bootmakers. 





engulfed in sweeping international movements for 
social welfare. 

“What is the import of this trend towards sobriety ? 

“It may be because women, in my opinion, are soot 
to be called upon to take an ever important part in 
the general scheme of things. Instinctively they are 
preparing themselves for the future opportunities of 
leadership. They are discarding frivolities, only to 
bring out more forcibly the qualities of womanhood. 

“To be a leader, to be one of authority in this world 
of ours, requires a sense of balance which is in reality 
a natural force. The ancient Greek myth of Antzus 
established this truth. As long as Antzus touched 
the earth he was powerful, when he was separated 
from it he lost his force, his balance. 


“Ncdern women have too long been 
separated from this magic of nature. The Post-War 
period was particularly artificial. Fashion creation 
sought its inspiration in disharmonies of color, in the 

[TURN TO PAGE 61, PLEASE] 
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Football windows similar to the above are within the reach of the average shoe store and can be provided at relatively small cost. 


< Play Up Football Theme with 


How the Shoe Store Can Capitalize a 
Universal Interest to Sell More Fall Shoes 


Lys football time. From now 
until after Thanksgiving the interest of the younger 
generation will be focused on the great American 
gridiron game. Football will reign the major outdoor 
sport activity, not only in the college towns and in 
the big cities where colleges and universities are 
located, but in every village and hamlet where there 
is a high school, where newspapers are read and 
where young folks get together to talk about the 
things which form youth’s common interests. 

Nor is football interest now confined to the younger 
set, who used to form the chief devotees of this great 
autumn sport. The popularization of the motor car, 
the more general adoption of the Saturday half holiday 
and the increased interest in sports of all kinds in 
America have been contributing factors toward mak- 
ing football a universal sport interest. Even those 
who live far distant from the college gridirons cah 
now motor to the games and a trip to one of the big 
contests forms an ideal week-end excursion that at- 
tracts thousands upon thousands of people not directly 
interested in the teams or the colleges. The best 
evidence of this is the vast crowds that now gather 
for big games on college gridirons throughout the 
country. 

Such a universal interest as football necessarily has 
a marked influence on fashion trends and the game 


has always furnished occasion for gatherings of 
smartly dressed men and women. So football becomes 
an influence in molding the merchandising policies of 
retail stores everywhere and an appropriate back- 
ground for retail promotion. Retail advertising and 


window displays have a football flavor in October 


and November, and this is especially true in the case 
of shoe stores. 

There is a natural relation between football, shoes 
and leather. Not that there is any special field for 
the average store in selling football shoes, although 
here is a growing specialty that certain stores would 
do well to cultivate. And not that the average cus- 
tomer can be sold an extra pair of shoes simply to 
wear to the football games he or she may plan to 
attend, although the total volume of such business is 
not to be lightly regarded. The rdle that football 
plays in the Fall merchandising of the shoe store is 
rather the role of one of those major interests that 
influence the thinking and the activities of large 
numbers of people and therefore provide the atmos- 
phere and the setting for advertising, window displays 
and promotions having a seasonal appeal. 


. F or this reason it would 


seem that no shoe store which is keen, aggressive and 
up on its toes should fail to feature at least one attrac- 
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This college window featuring men’s shoes attracted a lot of attention last month. A dress shoe college window would be effective 
during Thanksgiving vacation. 


Outdoor Footwear in October > 


Fr VS 








THIS WEEK’S WINDOW IDEA 
An October Football Window 


Use the football season as a theme to promote smart 
types of outdoor footwear for Fall. 


Plan a promotion for the month of October in which 
the football idea will provide an effective background 
for windows, newspaper ads and interior displays. 


Procure some attractive pennants and banners, prefer- 
ably those of nearby schools and colleges or those in 
which there is a local interest. Use these for atmos- 
phere and color in your windows. 


It it’s a men’s store window, feature some football 
shoes, headguards, sweaters with numerals and pictures 
of players or games enlarged to display size. 


A women’s football window should feature the 
fashion significance of the game and show illustrations 
of smartly dressed football crowds or groups, fashion 
figures, etc. Pennants can be used for atmosphere and 
color in the background. 


A store selling boys’ shoes can give away footballs, 
which can be procured in quantity at a low price, and 
men’s stores can give away scorecards carrying the 
store’s advertisement. 


Some enterprising stores back the local team by pro- 
viding uniforms, sweaters, etc., or actually organize 
semi-pro teams representing the store or using its name 
in such a way as to obtain valuable publicity. 


v 


tive football promotion during the Fall season and 
especially to play up football in its windows. As a 
matter of fact there is scarcely any sport or outdoor 
theme that lends itself more readily to attractive and 
easily arranged shoe store window displays than foot- 
ball. 


Footballs and football paraphernalia, 
pennants, college or school banners enlarged photo- 
graphs of football games, schedules, etc., furnish ma- 
terials that are readily at hand and can be used to con- 
struct colorful and appealing windows for the average 


store, whether it be a men’s or women’s store. In the 
case of the men’s store, a masculine touch can be given 
by showing the actual toggery-of the game, some 
sweaters, headguards, footballs and football shoes. 
around which may be grouped the shoes to be dis- 
played, while pennants and banners provide the color 
and atmosphere for the background. A good clear 
photo of an important game, sufficiently enlarged, or 
one of a game in which there is local interest, will 
form a center piece that will attract attention and 
cause people to stop and look at the window. 

In the case of the women’s store, the actual imple- 
ments of the game should be omitted and an effort 
made to focus attention on football from the fashion: 
angle. Fashion figures may be used, or illustrations 

[TURN TO PAGE 58, PLEASE] 
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THE EDITOR'S OUTLOOK 


October 8, 1932 


Editor 
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The Public Is “Right” for Shoes 


A merchant in Chicago told me 
the story about a little boy who went to his father 
many times for a nickel, only to be turned down. 
Finally, when he expected it least, his father said to 
him: “Well, you’re a pretty good little boy. You're 
persistent and I like that. Here’s your nickel.” So 
the kid ran out into the street, talked it over with his 
pals and told his friends: “Well, I just asked for the 
right thing at the right time—he was in the right 
humor and right then I got it.” 

The American public is in the right humor for new 
shoes this Fall. The shoe merchant who has been 
asking for money for good shoes has, we hope, 
reached the time where the right thing, with the right 
service, and at the right price meets with the recep- 
tive approval of the consumer. Many a merchant has 
been persistent in his presentation of quality as the 
basis of true value. 

This looks like the right time and place for a 
national sale of good shoes at regular prices. The 
public is short on cold weather shoes. That has been 
proven by the renewed interest in shoe store window 
display. Window shopping is on the increase. Put 
more punch into the window display and it leads to 
entering your store, or somebody else’s store, and then 
the problem is—fitter and customer—with all the ad- 
vantages in the fitter’s hand—if the store has the 
right goods and the right service. 


A good October’s business 
is not to fall into your lap just because there is a 
traffic of customers. One New York shoe merchant in 
the past boasted that his shoe advertising was paid 
for by the department stores. On the days when shoe 
copy was in high lineage in the newspapers, he re- 
ceived the benefit of other stores’ advertising expendi- 
tures for he was in the line of traffic between the big 
competing stores. But no longer does he profit by 
somebody else’s promotion. Customers go where they 
are invited. It no longer pays to hunt for something 


else when there is so much to be offered in any store. 

P. T. Barnum, some 74 years ago, said : “When vou 
get an article which you know is going to please your 
customers, and that when they’ve tried it they will feel 
they've got their money's worth, then let the fact be 
known that you’ve got it. Be careful to advertise it in 
some shape or other because it is evident if a man 
has ever so good an article for sale and nobody knows 
it, it will bring him no return.” 


Fe shoe stores of this country 
cannot continue to skate on the advertising appropri- 
ation of the department stores. . The traffic of custom- 
ers in town cannot be diverted into the shoe stores of 
passive merchants when active stores have so much 
to offer. Selling strategy is changing so fast from 
week to week that nobody has any basic rights with 
any customer. One merchant tells us that in his town, 
if a woman’s husband has had a good week and she 
needs shoes, she is apt to get a good pair; but if his 
income for that week is blah-blah, she’s just as likely 
to go to a place where they advertise two pairs for 
$3.00 and it’s a strange fact that through the window 
glass, they all look the same.” — 

In a recent study which we have made of shoe ad- 
vertising in the newspapers of the larger cities of this 
country, we note an amazing absence of independent 
and chain store shoe advertising. The department 
stores are carrying the picture of shoes and their use 
to the consumer. The shoe outlets are silent as far as 
showing and selling their wares in the newspaper 
market place. ; 

If October and November are to be big months in 
the sale of shoes at retail, they can only be made so 
by big efforts in publicity, promotion and presentation. 
Advertising lineage of department stores has taken a 
decided upswing not only in space used but in the 
newsy salability of illustration and reading. They are 
doing the right thing at the right time and the result 
is they are getting the customers’ “nickel-plus.” 
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On THE MAP... 


Sm 


..- Without being all over the map! 





“Selective Distribution” is not new to I. Miller. It is the principle on which we . 


have built up what is perhaps one of the most unusual and successsul dealer or- 
ganizations in the business. We have always been more interested in the quality 
of our dealers than in their numbers. That is why today I. Miller is definitely on 
the map without being all over the map .. . If you are interested in establishing 
a quality shoe business—one that shows steady, substantial profits and builds 
permanent clientele year after year—please write us. We will be glad to discuss 


with you the interesting I. Miller exclusive franchise proposition. 


By the way, the shoe illustrated Send for a copy of the I. Miller 
above is the very popular } advertisement ‘‘To Women 
FRANCINE, a De Luxe model EK R Who Are Tired of Tinsel.” 
in suede and patent leather. @ It is really worth reading. 


WHOLESALE SALES DIVISION... LONG ISLAND CITY,N. Y. 





When writing advertisers please mention Boot and Shoe hecorder 


——————— 
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How Hosiery Service to Our Shoe 


OWEN METZGER 


Merchandising Executive 
Wetherhold & Metzger Shoe Store, 
Allentown, Pa. 


Vv 








Known throughout the Keystone State and the East as 
one of the outstandingly successful shoe stores in 
Pennsylvania, Wetherhold & Metzger attained an en- 
viable record in the development of a profitable hosiery 
department, which contributes substantially to swell 
the volume of the store’s business. Believing that very 
many shoe stores have overlooked an opportunity in the 
hosiery field, the RECORDER asked Mr. Metzger to 
tell our readers how he did it. His story is at once so 
interesting and so filled with practical, helpful ideas 
that we specially recommend it. 


The hosiery department of this 
successful store under the able di- 
rection of Mr. Metzger has shown 
remarkable growth, along with com- 
mensurate profits. The details re- 
sponsible for its success are told in 


this unusual merchandising story. 


By OWEN METZGER 


As I look over the past 
decade and review the phenomenal growth of our 
hosiery department I find that one of the most in- 
teresting features during this period of merchandising 
has been the utter lack of similarity between our 
methods and those that have been employed in the 
hosiery departments of other stores. From the day 
when we first began to merchandise hosiery we looked 


‘upon this section as a service department rather than 


as a mere merchandising branch of our shoe business. 
Our decision to merchandise hosiery as a service to 
the shoe customer found its origin when we observed 
that a large number of customers, after they had pur- 
chased shoes, asked the salespeople not to wrap the 
shoes because they wanted to go to nearby department 
stores and purchase hosiery of a suitable color. 
Frequent occurrences of this nature made us realize 
that we were not only neglecting an opportunity for 
additional profit, but that we were not offering our 
customers the service they had a right to expect from 
us. We also realized that the shoe store is the logical 
place for hosiery service, that we could very readily 
furnish the proper shades of hosiery by making our 
purchases of both shoes and hosiery at the same time. 
We believed that our customers would appreciate be- 
ing able to purchase both shoes and hosiery at our 
store instead of purchasing the shoes here and then 
shopping from one store to another for hosiery, and 
even then being unlikely to find just what was wanted. 
The probable reason why we sell so much hosiery 
for a shoe store of this size is because we have 
developed a definite method to offer this service to 
our customers. Instead of the usual suggestions, 
such as, “May I show you hosiery to match the color 
of your shoes?” or “You will need hosiery with your 
new. shoes, won’t you?” we use no such methods. 
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[nstead, after the customer has 
definitely selected the shoes she prefers, the sales- 
person will quickly go to the hosiery section and select 
several pairs of hose of the quality and color to 
provide a perfect combination when worn with the 
shoes. She will then explain that to furnish the proper 
kind of hosiery with the shoes we sell is one of the 
important services rendered by this store, that the 
customer is certain of having the right hosiery and 
making it unnecessary for her to take a chance on 
finding it elsewhere. That our customers do consider 
it as a service is evidenced by the many favorable 
comments we receive, also the constantly increasing 
business of this department. 

We prefer to know the results of each department 
rather than of the business as a whole. The hosiery 
department, for instance, is a separate unit of our 
business and this department is required to assume 
its proportionate charges for floor space, light and 
heat, advertising, salaries and commissions, and all 
other expenses incidental to its business. From an 
operating standpoint it is a store in itself and must 
stand on its own feet. 


l. has at times been claimed 
that hosiery departments in shoe stores are not profit- 
able. This may be true in some instances, but in this 
store the hosiery department is one of the most profit- 
able and a good part of our annual net profit may be 
credited to this section. There is another reason why 
this department has been a consistent profit producer. 
We have refused to merchandise hosiery on the basis 
of simply selling extra merchandise. I do not believe 
that a shoe store can develop the prestige necessary 
for success in hosiery merchandising by succumbing 
to the lure of competitive prices. 

We have found that people who purchase hosiery 
in a shoe store are influenced by more important con- 
siderations than price. They expect better quality, 
better service and better style when they buy here 
than when they purchase in a store that features price 
first. We have not attempted to compete on a price 
basis at any time. 

To earn a good reputation it is necessary to sell 
good hosiery, not just hosiery of any brand and a 
continual shifting of lines. We concentrate our entire 
business upon the product of but a few manufacturers. 

We have two lines which we designate as the major 
and the minor line. The major line, which is the 
higher priced and on which we do the greater volume, 


Trade Built Profitable Department 





25 
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HERE’S THE PAYING HOSIERY 
PLAN 


I do not believe that a shoe store can develop 
the prestige necessary for success in hosiery 
merchandising, by succumbing to the lure of 
competitive prices. 


Special sales of hosiery as they are shown in 
department stores have little justification in 
the shoe store. 


og % oe a 


We promote one hosiery sale each season for 
clearing odds and ends. 


* Be % 


For the hosiery department | consider an ex- 
penditure of 3¥2 per cent of sales as quite 
effective, but would increase it to 5 per cent 
if necessary to maintain volume. 


% * a 


From the day we first began to merchandise 
hosiery we looked upon this section as a service 
department rather than as a mere merchandis- 
ing branch of our shoe store. 

In this store the hosiery department is one of 
the most profitable and a good part of our 


annual net profit may be credited to this de- 
partment. 


ENN 





is an advertised line that is known wherever hosiery - 





is sold. We started with this line some twenty years 
ago and have continued to sell it without interruption, . 
increasing our volume each year. I might also men- 
tion that this line costs us slightly more than other 
quality lines. 

I believe in the principle of selective distribution. 
As exclusive distributors of this line in our territory 
we derive certain advantages which we consider worth 
the price we pay. By substituting another line which 
is sold through many other stores we would at once 
subject ourselves to the baneful influences of price 
competition. That is something the shoe store hosiery 
department must avoid to build prestige and profitable 
volume. 

[TURN TO PAGE 38, PLEASE] 
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A Log Cabin for Hunting Boots 


How S. J. Brouwer Shoe Co. Made Good Use 
of Waste Space to Create Profitable Department 


Unique section devoted to hunting boots and outdoor footwear in the basement of S. J. Brouwer Shoe Co., Milwaukee. 


A. G. Heinmiller tells how 
a real log cabin was built into the downstairs depart- 
ment at S. J. Brouwer Shoe Co., Milwaukee, Wis., 
and how this innovation proved effective in promoting 
sales of hunting boots. 

“The rear end of a store, when it is a long way 
from where the customers are waited upon, usually 
becomes a storage space or catch-all, and requires a 
lot of time and energy to keep it looking like a sales 
room, said Mr. Heinmiller. 

“This location in our basement department was al+ 
most such a place. Never a catch-all, because we 
wouldn’t allow it to be, but it was always difficult to 
get people to go back there, with the result that the 
time and effort, used in making displays there, was 
practically wasted. 

“This part. of the basement was used principally 
for displaying camping and hunting footwear, so it 
eccurred to us to put, something into this space that 


would be attractive and a proper setting for this type 
of footwear. 

“A log cabin was deemed the most natural and 
practical. Log cabins always have a certain some- 
thing about them that attract everyone that has any 
desire at all for the outdoor life. 

“To buy logs that would be of proper size and 
shape, and to build a log cabin as they were built in 
the old days, would have entailed a great deal of 
expense. So, ordinary round fence posts were used. 
Each log was split in two, lengthwise, and run through 
a power saw to remove the slight, natural taper of 
the log. A framework was built of 2x4’s and these 
‘half’ logs were nailed to this framework. The 2x4’s 
were entirely covered on both sides so that the cabin 
has all the appearance of being built of ‘whole’ logs. 

“In order to get the effect of the logs crossing each 

I _ [TURN TO PAGE.62, PLEASE] 
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“In my visits to London, Paris and other parts of the continent | 
observed a demand by men for a darker shade of brown in an 
all-over shoe as well as in combination of brown and white. In 
talking to manufacturers and retailers in these cities, this fash- 


ion trend was confirmed.” 
Mrs. Margaret Hayden Rorke 


Si SR ee cit win Wb ert sd gl tek Ort eh 


COLONIAL BROWN 


The new official shade for Men’s Shoes 


Men will buy brown shoes, if you offer them in this medium, rich, real 
tone of brown—the exact shade they’ve known they wanted but as yet 
haven’t seen. 


—in contrast to the ordinary lighter tans and so called “tan browns,” 
COLONIAL BROWN is so new and smart that sales response is sure. 


—all ready featured in the lines of numerous notable makers of men’s 
finest shoes. Write us for their names or ask us for a sample clipping 
‘and give us the name of your favorite men’s shoe manufacturer. 


ed 


WILMINGTON, DELAWARE 84 GOLD ST., NEW YORK CITY, 
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More and more are shoe advertisements 
being prepared with that all important element of 
appeal—self-interest. The customer says, if your 
shoes are better values, give me the facts. This atti- 
tude on the part of the public is a fair one, as the 
quickest method of reaching the customer today is to 
talk through his pocket-book, which is the best ap- 
proach to his self-interest. The consumer’s dollar 
must of necessity go farther and buy more. You say, 
more of what? More of those things which to each 
individual represent the utmost in value or use. 

In advertising women’s shoes it is the opinion of 








Published in the Interests of Wise Buying | 





*There’s No Economy ial 


CHEAP SHOES 


Even cheap shoes 
make a good first 
appearance, 
but when heels be- 
gin to gape and 
yawn, your feet cry 
for relief and the 
leather corrugates 
like paper, you will 
realize the economy 
of better shoes that 
are guaranteed to 
fit, give comfort 









and enduring serv- 
ice! 


Shop at Hengerer’s 
Where 
Quality Is Economy 


Buffalo’s 
™ Shopping Headquarters a 


*Lesson 3 in a Hengerer Series 








A quality build-up ad used by the Wm. Hen- 
gerer Co. of Buffalo, New York, that is both 


unsual and convincing. 


Build Selling Ads with Self-Interest Appeal 


Tell customers facts that will interest them about your shoes 
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some that style is of prime importance. But it’s the 
manner in which the copy is written that makes that 
style so necessary to women that it will arouse a desire 
in them to want the particular shoes you are featur- 
ing. Others feature comfort, knowing that this ap- 
peal reaches many who regard shoes from this angle 
rather than from style. In either case it is necessary 
to drive your message along the path traveled by the 
customer if you expect to have a profitable sales re- 
sponse from your advertising. 

Curiosity and human interest appeals have their 
place in advertising, but few shoe stores spend their 
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No drawing could do justice to the beauti- 
ful color of John Ward's new “‘Corduvan.”” 
You'll have to imagine its deep, rich wine 
shade, mellow and lustrous. 

Cordovan leather has two other advan- 
tages: It is amazingly durable (remember 


how the Army uéed it for officers’ boots 
and shoes during the War), and it takes a hn W: rd 
brilliant, long-lasting polish. 0. a 

See this new John Ward triumph of WEN'S FINE SHOES 
fine shoe designing in our windows, to- Ah cediadaateele lasalieds, 
day. It’s a shoe that will go with any type Sines cen ©. men = a am 
or color suit—a shaggy tweed ora smooth  SSisemsssth. = oaees 57 
serge—and on any informal occasion. pf arm z 


John Ward Shoes for Fall are priced at °5 * *6 * *7 








Here's an example of “shoes make the ad” 
layout, used by the John Ward stores of New 
York. 


money for any other purpose than to sell and sell more 
shoes. This may be one of the reaesons for the large 
percentage of shoe advertising featuring barely more 
than the shoes with brief descriptions of style, mate- 
rial, wear and occasionally construction is mentioned. 
These elements in an ad are all that is necessary for the 
reader to form an opinion and make a buying decision. 
To emphasize the value, quality, importance of ma- 
[TURN TO PAGE 58, PLEASE] 
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otown Shoes 


You the man about town 





- 


Phact-Photos by Barnes-Crosby Co. 
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RUBY KID 


For many years consistently| 2 


A. H. BERRY| S 


A. H. Berry Shoe Corp. carry very 
extensive stocks of beth their 
Evangeline and improved nurses 
shoes—their present stock styles 
numbering over 100. 


We are pleased to illustrate 4 typical styles made 
of Ruby Kid selected from the many styles which 
they also stock in this leather. 








When writing advertisers please mention Boot and Shoe Recorder 









Boot AND SHOE RECORDER F 
combining THe SHor Retalter, Oct. 8, 1932 

























,| and extensively used by 


| SHOE CORPORATION 


OF PORTLAND, ME. 


In their famous Evangeline line of Goodyear 
welt arch support shoes for women RUBY KID 
is their standard for black kid leather. 


One of the longest established shoe manufac- 
turing firms in Maine, and indeed in America, 
A. H. Berry Shoe Corp. take pride in their 


record for consistent value giving. 


They should know whereof they speak in 
giving their long continued approval to RUBY 
KID—stressing particularly its beautiful black 
color tone, fineness of grain and its splendid 
“feel.” 


JOHN R. EVANS & CO. 
CAMDEN, NEW JERSEY 


PHILADELPHIA, PA. 


BOSTON CINCINNATI 
ST. LOUIS MILWAUKEE / 





EVANS LEAT oe 
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By HARRY R. TERHUNE 





FIELD EDITOR 


—Help make money for you too 


New Attention Getting Idea 

Cut-outs of newsboys bearing copies of the Atlanta 
Constitution, with the headline “Last Call for the 
Big Florsheim Shoe Sale!” formed a recent clever 
display of the Florsheim Shoe Store in Atlanta, of 
which Mr. Crawley is manager. 

The stunt was both simple and effective. Two front 
pages of the Constitution were clipped, while across 
the regular headlines was pasted a strip of paper con- 
taining the words, in headline type, “Last Call for the 
Big Florsheim Shoe Sale.” The type used was identi- 
cal with that used in the Constitution, and so carefully 
was the pasting-in done that one had to look twice 
before detecting the method followed. 

The Constitution was so struck with the adaptation 
that it referred to the stunt in one of its columns, and, 
according to Mr. Crawley, the idea secured more at- 
tention and brought more people into the store than 
anything tried in some months. 

* * * 


This Idea Keeps Them Sold 


In each package of Crosby Square shoes is a neat 
little folder, evidently designed to keep the customer 
sold on this brand of footwear. This bit of advice 
on shoe care is quite pertinent: 

How To TAKE CarE OF THESE SHOES 
1. When putting the shoes on, use a shoe horn and 
open the laces. 
2. When the shoes are not being worn, place shoe trees 
in them. 
3. Polish them frequently— 
a. For appearance. 
b. For longer life. 
4. Should you get the shoes wet, let them dry out 
evenly and ‘slowly, never placing them close to, or 
on, a heating unit. 


This Idea—Getting Your Message Read 


This government post card is used for nearly every- 
thing by the-Herold Shoe Co., California’s oldest shoe 
concern, who has been right in San Jose since 1869. 
The card is printed on the message side with green 
ink, so the first line, “Important Message,” stands 
right out. 

It is sent to customers for quick action in telling 
them their shoes have arrived, etc. They are also 
sent out even after a telephone message so that there 
is no possible chance of any oversight either in the 
store or in the customer’s home. 


IMPORTANT MESSAGE 
vate_Aug 19, 1932 





Herotp SHoE Company 
BY CH 
SAN JOSE, CALIFORNIA 





74 SOUTH FIRST STREET 


This present card is a recent development, as the 
store has used various sorts of post cards for a num- 
ber of years, Chester Herold informs me. In the first 
place, he says, the store saves a great deal on postage 
on messages which are not private and of which no 
copy is necessary. Just two-thirds, as a matter of 
fact, on the present rates. ; 

Here is another item to consider, as figured out by 
Mr. Herold: “Do you know that in spite of the fact 
that postal cards have what some people call a sort 
of “cheapness,” if used today in its proper place, a 
post card has an even greater value than it did when 
letters were 2 cents, because people are not getting 
as much mail as they formerly did.” 
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We do not regard 


our Dealers 
as mere Outlets” 


T’S a simple principle, yet we manufacturers so often 

fail to recognize its importance. I mean this regard 

TO RETAIL AT for our dealers. We, here in Auburn, are old-fashioned 
enough to believe that our dealers are human. We re- 


$ 4 an d $ 5 gard them as our friends—with all of the emotions of 


average men. 


That’s why we stress personal service in this company. 
And we are, fortunately, in a position to stress it. Our 
plant isn’t huge, massive, impersonal. It’s small enough 
for the executives to give their personal attention to every 
step of manufacture from styling to finishing. Our selling 
isn’t done by masses. We contact our dealers personally 
—know them—like them—trust them—make friends 
with them. Thus we are better able to understand and 
serve their needs. 


TRIUMPH 


A neat black or b 
pits pone of me “ gen Our dealers seem to like this personal service. And 


Sicilia deal we intend to keep it up. It helps us produce better values, 
more saleable women’s shoes at $4 and $5 retail prices. 


Should any shoe merchant want to do business with a 
firm like ours, I'll be glad to receive a personal letter 


from him. 
j/- yy ‘ Apt ten— 
President 
ROBINSON-BYNON SHOE CO. 


FACES Auburn, New York 


Fashioned of black and brown 
suede with a 16-8 built up 
leather heel. 


TRUE STEP 


Shoes for Women $4.00 and $5.00 


OMBINATION LAST 


ARCH SHOE 
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Craddock-Terry Co. Elects Officers 


Control of All Activities of Big Shoe Manu- 
facturing Firm Now Centralized in Lynchburg 


a a statement by 
John W. Craddock, Chairman of 
the Board, an important realign- 
ment of executive personnel is 
announced by Craddock-Terry Co., 
shoe manufacturers, with head- 
quarters in Lynchburg, Va. Ata 
meeting of the board of directors, 
held at the home office of the com- 
pany, September 22, the following 
officers were elected: 

John W. Craddock, chairman of 
the board ; D.H. Dillard, president ; 
T. M. Terry, vice-president and 
treasurer; Charles G. Craddock, 
vice-president; George P. Utley, 
vice-president in charge of manu- 
facturing ; N. C. Evans, vice-presi- 
dent in charge of merchandising ; 
Thomas E. Casey, controller ; John 
H. Davis, Secretary; Athey V. 
Weekley, assistant treasurer. 

An important change in com- 
pany policy will be the centraliza- 
tion of control of all functional 
departments in the home offices, 
under the direct management of 
the heads of the four major div- 
isions of the business, manufac- 
turing, merchandising, selling and 
accounting. 

The Craddock-Terry Co., which 
is now in its forty-fifth year, is 
recognized as one of the largest 
and most successful shoe manufac- 
turing concerns in the country. It 
operates several large factories in 
Lynchburg and Milwaukee, dis- 
tributing its products through 
several branch houses, and specialty 
selling units, including the Crad- 
dock-Terry Co. and the Geo. D. 
Witt Shoe Co. of Lynchburg ; Mc- 
Elroy-Sloan Shoe Co. of St. 
Louis; Harsh & Chapline Shoe 
Co. of Milwaukee; and its special- 
ty branches, Natural Bridge Shoe- 
makers; Billiken Shoemakers, Bob 


JOHN W. CRADDOCK 
Chairman of the Board, 
Craddock-Terry Co. 


Smart Shoe Co. and the Universal 
Shoe Mfg. Co. 

Its specialty feature lines, Na- 
tural Bridge shoes for women, 
Billiken Juvenile shoes, Bob Smart 
shoes for men, and Lion Brand 
work shoes, are among the most 
widely advertised and best known 
branded lines in the market. 

D. H. Dillard, the newly elected 
president of the company, has been 
associated with it for many years 
as a stockholder and director and, 
for the past two years as vice- 
president and chairman of the Ex- 
ecutive Committee. He has been 
a resident of Lynchburg all his life 
and is prominent in many success- 
ful business enterprises in Virginia 
and North Carolina. 

George P. Utley, who comes to 
Lynchburg to take charge of all 
the manufacturing activities of the 
company, has for several years 
been in charge of the Harsh & 


Chapline division in Milwaukee. 
He is recognized as one of the out- 
standing factory men of the coun- 
try and is well known throughout 
the industry. 

N. C. Evans, who will head the 
merchandising activities, has been 
associated with Craddock-Terry Co. 
since February, 1930, as manag- 
ing director of the Natural Bridge 
Shoemakers. He came to the com- 
pany from Gimbel Bros. of New 
York City, where he occupied the 
position of divisional merchandise 
manager. Prior to that, he mer- 
chandised the shoe departments for 
the Wieboldt Stores of Chicago. 
He has had an extensive and 
successful experience in shoe mer- 
chandising and is a well known 
figure in the shoe world. He is 
the son of Charles W. Evans, one 
of the “Old Guard” of the shoe 
industry. 

Thomas E. Casey, who fills the 
newly created position of con- 
troller, was the treasurer of the 
Allied Chemical & Dye Corporation 
for many years. He has had an 
exceptionally well rounded experi- 
ence in financial, accounting and 
statistical activities. 

In his announcement, Mr. Crad- 
dock stated that the Company 
manufactured and shipped a larger 
pairage in 1931 than in 1930, and 
that to date, production this year 
has exceeded the 1931 figures by 
over 14 per cent. He views the 
future of the company and the 
industry in general with optimism. 

Aggressive plans are being de- 
veloped for the promotion of the 
business, as the company’s execu- 
tives are convinced that the eco- 
nomic situation is becoming stead- 
ily more promising. 
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- - - SO THE WORLD’S SMARTEST WOMEN 
WROTE US ABOUT 


DAREX 


THEY 


“We love Darex Soles—We wear 
them everywhere—Europe, shop- 
ping, the mountains, the beach, 
to teas, to walk, on sunny days, 
cold days, dry days, wet days — 
they are so good looking, so light, 
so comfortable” 


But wait, let us tell you why they 
wrote — and then just look over 
our shoulder and read their letters 
for yourself. 


First of all we secured a list of the 
smartest debs who were wearing 
shoes with Darex Soles. Then we 
wrote them and asked the follow- 
ing questions: 


Do you like the style of Darex 


Soles? 


Do you think they are com- 
fortable? 


Do you use Darex Soles for 
shopping and street wear in 
general? 


What of their service for wet 
weather? 


Would you be interested in a , 


smart street or shopping shoe 
if a special one were designed 
with Darex Soles? 


We quote fromsome of the replies! 


SAID 


“What a boot for depression! 
Darex Soles let you know you are 
smartly shod, feel you are comfort- 
ably shod; make you forget feet, 
walk further, shop longer and buy 
more.” 

“No skidding—that means a lot, 
offers a new ease and comfort for 
walking.” 

“You feel as if you were walking 
on air.” 

“There’s a resiliency to them that 
sort of carries you along and you 
just don’t get tired.” 


“Such a relief from rubber soles 
that draw your feet.” 

“They taught me what a pliable 
‘pneumatic’ tread could do for 
one’s feet.” 

Keen retailers are acting swiftly 
on the results of this survey. Best 
& Company in New York are now 
featuring a Darex-soled street shoe 
with a cuban heel and Darex top 
lift. Many retailers are selecting 
six to ten shoes with Darex Soles 
for their spring lines. 

How about you? 

Send us the names of the manu- 
facturers from whom you buy. 
We'll gladly co-operate to see that 
you get samples. 


DEWEY ano ALMY CHEMICAL COMPANY 


> % 9% CAMBRIDGE, MASS. 
Fe a9 7 
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Business 
Conference 


"the Fall meetings of 
the styles committees of the National Shoe Retailers 
Association have been set for Oct. 31, to be followed 
on Nov. 1 by a business conference. The meetings 
on both days will be held at the Hotel Astor, New 
York, as in past seasons. 

The dates chosen will enable the committees to have 
before them the latest information on color, materials 
and fashion trend from foreign and domestic sources 
to guide them in building their styles reports on wo- 
men’s, men’s, children’s and so-called “volume” foot- 
wear with an assurance that will make possible a more 
authentic and comprehensive forecast than in the re- 
cent past when the meetings were held earlier in the 
season. 

Style always plays a very much greater part in the 
creation of footwear for the Spring and Summer sea- 
sons and this fact lends additional importance to the 
meetings. Undoubtedly the trend in resort shoes for 
the Southland and California will be considered in 
connection with the style guide for next Spring, for 
by that time the high style colors and novelty lines of 
fashionable footwear and apparel for Winter play- 
grounds will have been definitely established, and the 
first showings made for Spring. 

Thus, the time of the meetings fits in with the 
buying plans of retailers, many of whom will be in 
New York on or about the dates chosen to place their 
orders for high style shoes for wear at Winter resorts 
and at the same time obtain reliable and authentic in- 
formation on the trend for Spring in preparation for 
placing their advance orders for that season. 

All the activities of the committee’s as well as the 
business conference, will be held at the Hotel Astor, 
as in past seasons. The several style committees will 
meet Oct. 31 in conference with prominent stylists 
and with representatives from the leading fashion 
journals. Supplementing their advices will be the 
results of a country-wide canvass of retailers which 
will reveal what these merchants believe will be ‘good 
style for the Spring season. 

The program for the business conference on Nov. 1 
is now being prepared. The assurance is given that a 
number of notable leaders in style, business and finance 
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Committees to Prepare Spring 
Fashion Reports Qctober 31, with 
Retail Conference on November | 


at Hotel Astor in New York City 


will be presented as a part of the program for the 
morning session, thus guaranteeing a conference that 
will prove as interesting and informative on the trend 
of fashion and the outlook for business as have the 
meetings in past seasons. 

A large attendance of retailers is expected because 
of the greater interest that is inherent in style foot- 
wear for the Spring and Summer seasons, and also 
because the dates selected come at a time when many 
buyers will be in the market for footwear for the 
Southern and Far Western resort business. 


The dates of the 


meetings, therefore, are particularly favorable, a fact 
that confirms the belief that the meetings will attract 
large numbers of retailers and others interested in 
securing the first authoritative forecast of new frot- 
wear and apparel fashions. ° 

As in past seasons, all retailers as well as buyers of 
shoes for department stores and specialty shops han- 
dling footwear, are invited to attend the meetings or 
both days. 

The popular “New England Shoemen’s Special” will 
again be operated between Boston and Chicago, in 
connection with the annual convention of the Na- 
tional Shoe Retailers’ Association in the latter city, 
Jan. 8-10, next, according to an announcement by 
Thomas F. Anderson, secretary of the New England 
Shoe and Leather Association. This convenient train 
will be operated by the Boston & Albany Railroad in 
connection with the New York Central, and will leave 
South Station, Boston, Saturday, Jan. 7, at 1.35 p.m., 
leaving Worcester at 2.42 p.m., Springfield at 4 p.m., 
and Pittsfield at 5.34 p.m., arriving in Chicago (La 
Salle Street Station) at 9.30 a.m., Sunday. 

This is the official special train for the convenience 
of New England members of the trade, and is spon- 
sored by the N. S. R. A. and the New England Shoe 
and Leather Association. It will carry the most mod- 
ern all-steel equipment, including club-car, dining- 
car and observation car. The Boston & Albany official 
in charge will be W. J. Graham, general agent, pas- 
senger department. : 
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ROSEBAY 


WILLOW CALF 


Your customers RESPOND to the 
economy of ROSEBAY WILLOW 


CALF and delight in its enduring good looks 
and supple comfort. 


However, economy alone does not entirely explain 
Rosebay’s popularity. This light, flexible calf 
tannage makes beautiful, eye-satisfying shoes of 
the smartest patterns. Few women expect shoes 
more dainty than those being made of Rosebay’s 
six major spring colors, and the variety of authen- 


tic shades for special promotions. 


COLOR 424 COLOR 400 
INDIES BROWN FAWN BROWN 


COLOR 403 COLOR 421 
ADMIRALTY BLUE SWAGGER BROWN 


COLOR 451 COLOR 456 
CHAFFE BEIGE NEW SEA SAND 


_ BLACK WHITE 


AMERICAN - HIDE & LEATHER COMPANY  woston 
Sa a aE Le EN > 
II MOR IGT, TO IO IO OY MO IO OR MOR IR IPT OW IVR IW IO™W 7 LN 


NEW YORK, N. Y. ST. LOUIS MILWAUKEE COLUMBUS PARIS, FRANCE 


LEICESTER, ENGLAND 


DOLLIVER AND BRO., SAN FRANCISCO 
AGENTS FOR THE PACIFIC COAST AND ORIENT 
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As She Grows Older 


[CONTINUED FROM PAGE 15] 


selling shades of brown, the Indies fam- 
ily, are sufficiently neutral to be per- 
fectly possible with gray hair. Brown 
is usually the first color range that a 
woman eliminates from her wardrobe, 
when her hair begins to turn and her 
complexion loses its first bloom. A hor- 
rible example of how unbecoming brown 
can be was demonstrated at a recent 
fashion show in which a snowy-haired, 
matron model made her first appearance 
in a checked coat of mustard yellow and 
rusty brown. 

These rusty browns are coming into 
the fashion picture, to be sure, but they 
are far from the best choice for the wo- 
man of mature years. And there are 
plenty of soft, neutral browns that can 
be recommended. The new Fawn brown 
on the Spring Color Card is a perfect 
“Momma” shade. It is dark enough to 
be inconspicuous on the foot and light 
enough to be seasonable with Spring 
and Summer costumes. 

Every week brings more conversation 
in fashion circles about gray. While the 
new grays are primarily youthful col- 
ors, without question the older woman 
will also be interested in these “new 
neutrals.” They are so flattering with 
their mauve, blue, or warm, beigy casts. 
So wearable, shown as they are, with 
contrasting accessories. 

We asked a retailer who knows the 
“carriage trade’ backward and for- 
ward, what he would suggest to his cus- 
totmers to wear with gray. 

“Black patent leather,” he answered. 
“Do you know anything more distin- 
guished than black patent leather with 
a gray costume?” 

We agree with him. Gray and shiny 
black is a smart choice for the older 
woman, And the gray trend in the offing 
is, we believe, a good argument for pat- 
ent for Spring—to women of any age.” 

We asked a manufacturer who makes 
one of the best known lines of ortho- 
pedic shoes what he thought about gray. 

“If it is gray in clothes, we'll have 
gray in all-over shoes,” he said. “Kid 
and some suede. We always do have 
some call for gray shoes in the Spring. 
The mother of the bride loves gray 
shoes, you know!” 

We watched women in gray at the 
last outdoor horse show of the season. 
It was up at Greenwich, Conn., where 
smart matrons had come to see their 
children take the jumps. There were a 
few, but a significantly chic few, gray 
outfits worn. They were worn three 
way: (1) With black shoes. (2) With 
Indies brown suede shoes. (3) With 
reptile shoes. (Calcutta ring lizard or 
Lyolene lizard in combination with other 
leathers.) 

And one pair of Calcutta lizard shoes 
had a touch of sunrust kid skin trim- 
ming, proving that even the rust shades 
in small quanties are possible for the 
older type of customer, if she watches 
her step! 





The story of styles is told in the pic- 
tures. Let’s review it briefly. OX- 
FORDS. An executive of a widely mer- 
chandised line of health shoes showed 
us an interesting chart the other day. 
It points out how oxfords have been 
creeping up in popularity, year by year, 
until now they outsell all other styles. 
Even the two eyelet oxford is being 
shown, designed with low cut sides and 
the higher line retained at the back in 
order to preserve the necessary fitting 
qualities at the heel. 

GORE PUMPS. Very good as a for- 
mal shoe. The recent introduction of 
the Lastex elastic yarn in suede finished 
goring will be fashion news to talk 
about in the next few weks. The 
MONK SHOE is another type that will 
lend itself to development in Lastex. 

PUMPS. They are included now even 
in the orthopedic lines. One manufac- 
turer who has had great success with a 
tailored regent pump tells us that the 
secret is this: In addition to the quali- 
ties of the last at the arch, the shoe is 
cut low in the toe, to reduce the binding 
pressure on the instep, while the plac- 
ing of the regent line farther back on 
the foot also tends to reduce the thick- 
ness of the leather at this sensitive 
point. 

STRAP SHOES. The best of the 
style straps are the best straps for the 
matron too. First the sabot strap, with 
its two-way pull, from the sole and heel, 
and then the T-strap which is such a 
boon to the woman with a plump instep. 

SANDALS. Now that sandals are 
more moderate in their cut-outs, the only 
difference between Mother’s and Daugh- 
ter’s evening slippers is the fact that 
Daughter wears an open-shank model, 
— Mother prefers hers built up a 

it. 

IN HEELS for daytime, it’s the box 
heel, 14/8 and 16/8. The medium Louis 
heel for dress shoes. The Continental 
heel has points to recommend it as a 
semi-dress type. Some retailers are fea- 
turing it now in moderate heights for 
turn soles and some orthopedic houses 
are working on its application to welt 
shoes for Spring. 

Perhaps the most important develop- 
ment in shoe styling for the older mar- 
ket is the gradual breaking away from 
what we call the “lace paper” school of 
design. These small cut-outs were put 
originally into comfort shoes to make 
them appear less heavy. Often such 
good intentions had just the opposite 
effect! The contrast of their smallness 
or “bit-iness” made the shoes look all 
the heavier. And they completely lacked 
the dignity and restraint which should 
be their first characteristic. 

But in the past few seasons, the ox- 
ford, coming into its own as a style shoe, 
has had the best attention of the finest 
designers and has shown the shoe world 
what can be done with simple surfaces. 
It is possible to lighten a shoe without 


Boot AND SHOE RECORDER 
combining THE SHOE RerTalILeER, Oct. 8, 1932 


boring endless little scraps of leather 
out of its sides. Look at the sabot strap 
shoe (first shoe illustrated). The cut- 
outs, while not large in themselves, are 
part of a good, strong design idea. Look 
at the oxford next to it. Here a simple 
stitching detail in clean, graceful curves 
gives the shoe a lightened, slender look. 
It has force and grace at the same time. 
It is a shoe, in short, with the dignity 
that appeals to a discriminating clien- 
tele, to the older woman who knows 
quality . . . and is willing to pay for it! 


How Hosiery Service Built 
Profitable Department 
[CONTINUED FROM PAGE 25] 


In common with most other stores, 
during the past few years of rapidly 
declining prices we found it necessary 
to add a line of ladies’ full fashioned 
hosiery to be sold at less than a dollar. 
Under present market conditions we 
realize that it is possible to retail a 
good quality of full fashioned hosiery 
at these lower prices. As long as con- 
ditions make this possible we will offer 
our customers hosiery in the lower price 
brackets. But under no condition will 
we sell inferior grades. 

Special sales of hosiery as they are 
known in department stores have little 
justification in the shoe store. As a 
general rule such sales are promoted 
with merchandise purchased for that 
express purpose. We do promote one 
hosiery sale each season for the purpose 
of clearing our stocks of discontinued 
numbers, colors that have passed out of 
style, and odds and ends which we feel 
should be closed out. 

At the end of each season we discard 
from our regular stocks all such items, 
and in one day’s selling the entire assort- 
ment is cleaned out. 

We have no doubts regarding the 
power of advertising and the growth of 
both the shoe and hosiery departments 
from a very modest beginning to its 
present size could not have been ac- 
complished withcut constant and con- 
sistent advertising. For the hosiery de- 
partment I consider an expenditure of 
3% per cent of sales as quite effective 
but I would not hesitate to increase this 
to five per cent if necessary to maintain 
volume. 

While our advertising appropriation 
is determined at the beginning of each 
year, it is not divided into equal monthly 
amounts. For instance, during July 
and August we use considerably more 
newspaper space than during Septem- 
ber and October. In this manner we are 
able to maintain volume during the 
slow months, making our advertising 
expenditures doubly effective. 

Neither do we consider the direct 
returns from each day’s advertising as 
indicative of its value. The cumulative 
effect of such advertising is greater 
than the immediate returns. This is a 
long distance view of advertising and 
our experience of the past twenty-five 
years proves that it is the proper view. 
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-{ERE'S a line of men’s all leather boots that you can retail profitably 
from $3.50 to $10.00. 

More than 40 styles from which to choose -- many have special selling 

features -- steel shanks-- wool lined cuffs-- outside counter pockets -- stud 

hooks -- viscolized soles, etc. Welt and Nailed Construction. 





LOOK at the LEATHERS 
Used in Making These Boots 


* Chocolate Rosite 

* Smoked Viscolized Glove 
* Black and Brown Retan 

* Black Hydrite 

* Black and Brown Glove 
* Golden Side 

* Black Glovite 











4265—18-inch 4161—16-inch 
Men's Chocolate Rosite, Welt, Storm —< ay Men's Black Retan, Brass Nailed, Full 
Welting, Full Double’ Sole, Stud a, To Double Sole, Leather Heel, Riveted 
Hooks, Outside Counter Pocket. Steel Shank. 
Stocked in 12, 14, 16 and 18-inch Stocked in 12, 16 and 18-inch heights. 


heights. Peters also have a complete line of 
Boys’ Hi-Cut Boots in all heights 
and leathers, welt and nailed con- 
struction to retail at 


$3.00 to $5.00 














Write For Catalog Showing Complete Line of Profit Making Boots. 


gS Selervs so Peenck of iSiCo... . SF. LOUIS — 


When writing advertisers please mention Boot and Shoe Recorder 








IN-STOCK 





» heel. AAA to Cc 





IN-STOCK 


Our well-known standard of fine qual- 
ity is your safety factor in resizing 
from our stock department. 


BETTY .. . In Stock 


F-505—Baby black calf (light- awaits). 
— past, 1-7/8 inch Cuban lea‘ 
ee 

F506— Baby brown - (light- weight), 
Lisbon last, 1-7/ ch Cuban wx} 








DELTA . . .« In Stock 


F-507—Black satin kid, Lisbon last, 
1-7/8 inch Cuban covered heel. a} 


F-508—Java brown kid, Lisbon last, 
= 7/8 inch Cuban covered heel. Po 
0 € P 


CATALOG 








extra profits. 


estra per pair. 


Cincinnati 





a corrective shank, metat 


Flex-Mode (light weight cemented construction) shoes carry 
al raise in insole and a cushion 


8. 
heel. pad. aneee lightweight walking types point the way to 


Terms: 2%—30 days. Orders for less than three pairs 25¢c. 


‘The KRIPPENDORF-DITTMANN CO. 


Ohio 








| Jormng 


UNEQUALLED 
CONVENIENT 
LOCATION 

and 


YOU CAN DRIVE 
YOUR CAR 
RIGHT INTO 





to Chicago’ 


Chicago's most interesting hotel offers you 
unequalled luxury at low rates. In the heat © 
of Chicasos Rialto with its brilliant night life- 
close to ——- es railroad stations. 





HOME OF THE COLLEGE INN 
CHICAGO'S BRIGHTEST SPOT 
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Trade Trends 


What New York Stores 
By GEORGE E. GAYOU 


p niet is no abatement 
in the demand for suede footwear and the emphasis 
of all store promotion is for leather of this finish. 
Continued interest naturally has strengthened its posi- 
tion and further increased its importance in the con- 
sumer mind. The exploitation includes lavish show- 
ings in the display windows, with added importance 
given to the department exhibits which spot suede in 
positions of advantage, where it will develop a favor- 
able customer acceptance. 

A majority of the patterns continue to be trimmed 
with matching colors of kid or reptile. The design 
usually has foxings on the vamps or quarters. Not 
infrequent are stitchings used with distinctive choice, 
weaving a motif that adds much to the eye appeal of 
the shoes. The adoption of two finishes of materials 
for contrast rather than the use of color remains the 
prevailing influence. 

Reptiles are reported as increasing in the call, with 
lizard and alligator, preferably in brown, as the out- 
standing choice of the customer. Oxfords in both 
materials are exceedingly popular, with some favorit- 
ism being voted for alligator. Used as trimming on 
suede, lizard leads the coarser grained reptile material. 

In patterns, pumps are not hard pressed for their 
leadership. A lot of unique tricks in the placement 
of thé goring is being introduced which has given the 
manufacturer wide use in the development of pump 
types. Side gorings and front gorings with one 
ingenious pattern placing the goring on one side of the 
shoe, has afforded the designer numerous opportunities 
to keep new trends in shoes of this character. This 
has increased interest in pumps, which explains to 
some extent their prestige with the public. Pumps 
possess a dressier appearance and, with the curtailed 
outgo of many women who can only buy one pair of 
shoes, the pump meets, in a limited way, the require- 
ments of an all-purpose foot covering. 

One beautiful pattern being offered by a smart 
Madison Avenue shop is a side gore pump with a 
false four-eyelet oxford front. A leather lace thong 
adds to the deception of the pump. Another popular 
pattern shown in suede is a wide T-strap, open shank 
type which at least for the moment has been exclus- 
ively confined to the $8.50 and up field. Another 
open shank, brown patent leather, T-strap pattern with 
contrasting stitching on the vamp and back part, 
caused the admiration of many women who stopped 
at a prominent Fifth Avenue shop where it is being 


featured at $12.50. 
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Week by Week 


Are Doing and Selling 


Associate Editor 


A recent promotion of frog skins introduced variety 
into the stores of a fast moving style chain group 
during the past week. Surprising, the attractiveness 


of some, if not all of the shoes. 


The first showing 


of footwear included only pumps with 19/8 heels. 
The croakers were combined with kid in matching 
colors. Some of the higher colors proved less attrac- 


tive in this new material. 


Just how popular will be 


the response to an innovation of this new material is 
conjectural at this time, as no public demand could 
be measured without ample opportunity to make a 


test. 


Here and there side ties are among the important 
patterns being shown and reference is made to shoes 
of this type as monk shoes. Also under this christen- 
ing are the side buckle patterns which come closer in 
description to the origin of the model than do others. 
While some may favor shoes of this design, their 
interest is not of sufficient importance to warrant any 
predictions as to their becoming a fashion trend of 


any significance. 


iF you care for names a new color 


was promoted durmg the past week, to which was 


given the exotic name of ruby red. 


It was striking 


in shoes of suede and if it is of concern to you, its 
sponsorship by some of Hollywood’s screen stars 
was claimed. Felt shoes trimmed with strips of kid 
in the same color were made known to the public 
by a large department store who devoted plenty of 
expensive newspaper space in launching these shoes. 

A new note—or is it?—are red satin shoes for 


evening wear. 


Pumps, with large ornaments in red 


and white stones adorned their formal evening slip- 
pers. Silver and gold kid on a T-strap, open arch 
sandal pattern was recommended to the best people 


to wear with a red frock. 


Not often is mention made that green and wine 


shades in shoes are being asked for. 


Seldom is this 


report given with much gusto that would indicate 
some new trend was in the making. The conservatism 
of both manufacturer and retailer alike is reflected 
into the caution that is being used by the consumer 


in color and material selection. 


The season thus far 


could be termed anything but a hectic one, which from 
angles of profit always gives a better account of itself 
than when hazard jeopardizes earnings, inventories 


and volume. 














The Most Sensational 
Value Ever Offered! 


egy arte 
Riding Boots 

























For Women For Men 
$7.50 $8.50 


Every dealer should take immediate ad- 
vantage of this extraordinary opportu- 
nity to merchandise Colt English made 
Riding Boots at a price that will result 
in a large, profitable volume. 


WRITE TODAY FOR CATALOG H 
COLT-CROMWELL CO., Inc. 


EST. 1899 
1239 Broadway—New York City 


Also In Stock at 


911 So. Los Angeles St. 
Los Angeles, Cal. 































LIVE IN THE NEW SMART CENTER 
OF NEW YORK 


The Hotel Montclair is located 
NOTHING FINER in the very heart of the fashionable 
IN HOTEL Park Avenue area—the world- 


ACCOMMODATIONS famous residential and shopping 
AT THESE RATES district of New York's elite. 800 
SINGLE ROOMS sunny, outside rooms. Every room 


from $3 to $5 per day 
WEEKLY from $18.00 


DOUBLE ROOMS 
from $4 to $6 per day 
WEEKLY from $24.00 


FOEEE RIONECEAGIR 


Oscar W. Richards, Resident Manager 
LEXINGTON AVE., 49th TO 50th STS., NEW YORK CITY 


with bath, shower and radio. 
Adjacent to Grand Central and 
B & O Bus Terminal . .. only a few 
minutes from Pennsylvania Station. 
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A LASTING ECLIPSE 


An important advance in the art of good shoemaking is made 
possible on this new type of last. 

A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 
edge of this recess. 

When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 


The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 


The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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Scout Footwear means 











Official Boy Scout No. 58 

Boys’ 13-inch Brown Elk 
Moccasin Vamp Blucher, 
Strap and Buckle, Brass 
Eyelets and Hooks, Gro- 
cord Sole, Rubber Heel, 
Welt, Scout Last. B, C, D 
1-6 $2.90 


Gent’s Same, 11-inch, Scout 
Last. C, D 11-13844..$2.60 
Men’s Same, 16-inch, Big 
Scout Last. 

B, C, D 644-11..... $3.60 
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Extra Sales - - 
New Customers 


F you think the Scout Shoe business is 
IT just a specialty, do a little investigat- 

ing. Scout organization leaders urge 
every member to wear the OFFICIAL 
uniform complete—#including shoes. So 
the loyal Scout — girl or boy —insists on 
OFFICIAL Shoes. These youngsters point 
out to mother and father that the OFFICIAL 
Shoe is good-looking—can be worn in and 
out of uniform. They argue that the 
OFFICIAL Shoe is a good, long-wearing, 
healthful shoe and it has the approval of 
Scout headquarters. 


That plea is made in many homes in your Boy Scout 
community —and— Scouts generally get Shoes 
what they go after. 


So make yourself OFFICIAL Scout Shoe 
headquarters. Often the trade of entire fam- 
ilies follows in the wake of one OFFICIAL 
Scout Shoe sale—the trade of families you 
might otherwise never reach. 


Write for catalog showing all OFFICIAL 
patterns, or see the Brown Shoe or Central 
Shoe salesman. 


These OFFICIAL Boots are in 
Demand as Christmas Presents 


Brown Shoe Co. 
Central Shoe Co. 


MANUFACTURERS ST. LOUIS 











Licensed by the Boy Scouts of America to manufacture ° 
the Official Boy Scout Shoe. Girl Scout 


Licensed by Girl Scouts to manufacture Official Shoes with the 
Girl Scout Shoes with the PED-A-PIVOT feature. PED-A-PIVOT 


: ] FEATURE 


Official Girl Scout No. 11 
Girls’ Brown Elk 8-inch Moccasin Vamp 
Blucher, Flex-Dri Outsole, 1-inch Rubber GIRLAS BySCOUl 
Top Heel, Welt, Moccasin Last. AAA if APPROVED SHOE 
314-10, AA 8-10, A, B, C, D 214-10. .$3.85 7 , 

Official Girl Scout No. 12 
Same. Smoke Elk 


























When writing advertisers please mention Boot and Shoe Recorder 
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New HAZZARD and EMERSON Shoes 





We’re enthusiastic about our Spring lines! Style—price—and value 
are right—so right that we’ve started our selling organization off 
with a bang! 36 hours after the last sample was completed, R. P. 
Hazzard, Jr. and R. R. Littlefield were displaying this 1933 line of 
Men’s, Boys’ and Women’s shoes on the West Coast, covering the 
distance by plane in record time—wijth a record breaking line of 


shoes. 
* 


HAZZARD SHOES EMERSON SHOES 


While the Coast is viewing these IN STOCK 
plane transported samples, sales- 

men are in their territories, eager 19 Styles to Retail $4 
to give alert retailers an opportu- 13 Styles to Retail $5 
nity to see these advance patterns. 13 Styles to Retail $6 
Do not fail to see them—or write 

the factory for samples. Get Catalogue 


R. P. HAZZARD CO. EMERSON SHOE CO. 
GARDINER GARDINER 


| _ MAINE MAINE 


When writing advertisers pleas mention Boot and Shoe Recorder 
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NATIONAL NEWS 


>» HOW’S BUSINESS 4 





Production Volume Up 


New YorK—Reports from the De- 
partment of Commerce show a sharp 
increase in production of shoes during 
the month of August. 

Trade opinion is that the larger vol- 
ume of orders being placed coupled with 
advances in footwear, leather and hide 
prices presage a turnabout in the shoe 
industry. On the basis of the estimate 
for August shoe output of 28,000,000 
pairs compared with 20,437,942 pairs in 
July, the figures are significant aside 
from the normal seasonable upturn to 
be anticipated during the month as 
showing a greater gain than in any 
similar month over a ten year period. 

The estimate for August, 1932, repre- 
sents a gain of 7,562,058 pairs, or 37 
per cent over the previous month. The 
nearest approach was in 1927 when 
August output of 35,061,000 pairs 
gained 7,286,000 pairs, or 26.2 per cent 
over previous month. August, 1931, 
production of 33,475,000 gained 4,864,- 
380 over July, 1931, or 17 per cent. 

Normally production begins turning 
up in July and usually reaches its peak 
in September or October. The July 1932, 
output of only 20,437,942 pairs was the 
lowest of any similar month in more 
than 10 years. 

Within a few weeks leading shoe 
manufacturers such as_ International 
Shoe Co., Endicott Johnson Corp. and 
Brown Shoe Co. advanced shoe prices 
2% to 5 cehts a pair, the first advance 
in three years. This apparently restored 
confidence since shoe makers within a 
few weeks report a substantial increase 
in orders. 

Trend of prices since September, 
1928, has been consistently lower. 
Bureau of Labor index number of whole- 
sale shoe prices, at its 10-year peak of 
110.8 in September, 1928, declined stead- 
ily reaching its low of 84.4 in July, 1932, 
against an average of 93.7 for the year 
1931. 
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SATURDAY, OCTOBER 8, 1932 


Report Shows Strength of Shoe 
Industry 


WASHINGTON, D. C.—The Bureau of 
Labor Statistics of the U. S. Depart- 
ment of Labor announces that the in- 
dex number of wholesale prices for the 
week ending Sept. 24 stands at 65.4 as 
compared with 65.4 for the week end- 
ing Sept. 17. This index number, 
which includes 784 commodities or 
price series, weighted according to the 
importance of each article and based 
on the average prices in 1926 as 100.0, 
shows that no change has taken place 
in the general average of all commodi- 
ties for the week of Sept. 24, when 
compared with the week ending on 
Sept. 17. 

In this connection it is interesting 
to note that the index “Hides and 
Leather Products” is the only group 
to show a noteworthy advance. For the 
past five weeks, that is, Aug. 27 to 
Sept. 24, inclusive, this group shows 
an increase of 2.4 for that period. 








COMING TRADE EVENTS 


New York, October 31, November 1. Hotel 
Astor. N.S.R.A. Shoe Styles Committee 
Meeting and Business Conference. 


New York—December 6, 7, 8, 9, 1932. Hotel 
Biltmore. National Boot and Shoe Manufac- 
turers’ Association. Seasonal Opening. 


Chicago—January 9, 10, 11, 1933. Palmer House. 
National Shoe Retailers’ Association. Annual 
Convention. 


Toronto — January 9, 10, 1933 — Royal York 
Hotel. Canadian Shoe Retailers’ Association. 
Annual Convention and Shoe Exhibition. 


Baltimore—January 23, 24, 25, 1933. Hotel 
Lord Baltimore. Middle Atlantic Shoe Re- 
tailers’ Association Annual Convention. 


Des Moines—February 27, 28, March 1, 1933. 
Hotel Fort Des Moines. Northwestern Shoe 
Retailers’ Regional Association Annual Con- 
vention. 











EVERY WEEK 
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Strong Now England Tone 

BosTtoN—Reports received by the 
New England Council show a continu- 
ance of the upswing in the shoe indus- 
try. The Trail-Moc Shoe Co. of Bidde- 
ford, Me., is working overtime on a 
large volume of orders. The Kesslen 
Shoe Co., Inc., now operating in Ken- 
nebunk, Me., has leased a factory in 
Biddeford to take care of expanding 
production. The Wall, Streeter Shoe 
Co. of North Adams, Mass., has been 
running full time for several months. 
The Becker Shoe Co., The Merrimack 
Shoe Co., The United Novelty Shoe Co. 
and the Thomas Shoe Co., all of Lowell, 
Mass., report either full time oper- 
ation or have largely increased their 
working forces within the last few 
weeks. 


Freeman Output Up 


MILWAUKEE, Wis.— One Milwaukee 
plant and one in Beloit have increased 
their shoe output this week, the Free- 
man Shoe Corporation in the latter city 
boosting its schedule from 40 hours to 
45 a week. This will put the factory 
on a 90 per cent output. The hours may 
be lengthened in October to 50, officials 
said. The plant now manufactures 
30,000 pairs of shoes weekly and em- 
ploys 800 workers. Freeman has oper- 
ated regularly during the entire depres- 
sion. 


“What’s Your Guess?” 


DETROIT—The Champion Shoe Ma- 
chinery Co. reports a current pick up 
in business which is so notable as to 
be exceptional. Sales have increased 
and collections have improved to a very 
promising degree. R. J. Steel, the dis- 
trict manager of the company, has been 
very much encouraged by this and is 
not sure whether this is just a streak 
of luck or an actual symptom of busi- 
ness recovery. 
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CONSTANT 
COMFORT 
SHOES 


Now to Retail 
at $2.95 


For more than seventeen 
years Constant Comfort 
Shoes have been a source 
of-increased. profits 
for retail shoe merchants 
everywhere. Today, 
more than ever, their 
dependability as “bread 
and butter” merchandise 
recommends them to 
alert merchants. 




























STYLE NO. 722 
BLACK KID FIVE EYELET 
CLOSED CUTOUT TIE 


39 Last—13/8 Heel—In Stock 
AA-A-B-C-D-E 


$2.10 
















Write for 
complete information on 


CONSTANT COMFORT 
DEPARTMENT PLAN 


to increase profits and sales. 


CATALOG ON REQUEST 


















AULT-WILLIAMSON 
SHOE CO. 










Turn Shoe 
Headquarters 
of America 


















Celebrates First Anniversary 


OMAHA.—The Fontius Stores Co. of Denver 
opened the fourth shoe store in the chain here 
a year ago. A celebration of the event was 
staged by Manager Marylander. He bought 


. 1100 bridge tables at a cost of a dollar each, 


then advertised that with each pair of shoes 
purchased during the first week of the anni- 
versary a table would be presented the cus- 
tomer. Three hundred of these left the store 
the first day. 

Manager Marylander insists the big thing was 
that fully one-third of his visitors were new 
faces and that he succeeded in tying many of 
them to his permanent customer lists. - “Yes, 
it was money well spent.” 








» ABOUT PEOPLE 4 





Explosion Injures Shoe Men 


Kansas City, Mo.—Harry E. Dennis 
of Chicago, traveling auditor for the 
French, Shriner & Urner Shoe Co., and 
Barry Bennett, a clerk in the store at 
1002 Walnut Street, were injured by a 
blast at Tenth and Walnut Streets. 
Both men were in front of the store 
when the explosion occurred. They 
were thrown into the air when the 
sidealk suddenly lifted, and fell on a 
glass-studded concrete slab which was 
torn out of the walk. 

Dennis was able to leave the hos- 
pital in a few days, but Bennett will 
lose the sight of one eye, his hearing 
and has sustained severe injuries to 
his back. 

A short circuit in a sub-station plant 
of the Kansas City Power & Light Co., 
maintained in the basement -of the 
building at the corner of Tenth and 
Walnut Streets, was said to be the 
cause of the explosion. 





Gallegly with Maison Blanche 


New OrRLEANS—R. B. Gallegly, man- 
ager of Hanan and Son, this city has re- 
signed his position to accept the position 
of buyer for the Maison Blanche Com- 
pany. He succeeds C. G. Herbert. Sidney 
Reymond has been appointed manager 
of the Hanan store. 





S. L. Bass with Beck 


BALTIMORE, Mp.—S. L. Bass has 
been appointed manager of the Balti- 
more, Md., branch of the A. S. Beck 
store. Mr. Bass has been identified 
with the retail shoe field for a number 
of years. 


H. A. Bruhn with Walk-Over 


New OrRLEANS—Henry A. Bruhn, 
formerly manager of Cantilever shoe 
store, is now in the sales force of the 
Walk-Over shoe shop, 807 Canal Street. 





Klasgye Made Manager 


PORTLAND, ORE.—Norman J. Klasgye, 
has been named as manager of the 





Stetson Shoe shops in Portland. 
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“More Xmas Shoes” 


The National Association of Shoe 
Wholesalers, which, like the New En- 
gland Shoe and Leather Association, 
is an active promoter of the idea of 
pushing footwear as appropriate and 
practical Christmas gifts, has just is- 
sued an attractive leaflet entitled 
“Let’s Sell More Shoes and Slippers for 
Christmas!” This little message will 
be sent by the thousand to retail shoe 
dealers by the members of the associ- 
ation. Its text is as follows: 


Let’s Have Another, and Bigger, “Foot- 
wear Christmas!” 


Dear Mr. Retailer: 

The immediate placing of orders for 
Christmas-season merchandise is being 
strongly advocated by business leaders 
so that the return of Prosperity may be 
accelerated. 

This is timely advice for Shoe Re- 
tailers and other distributors, and we 
are glad to pass it on to you. In the 
larger cities of the United States or- 
ders for many hundred million dollars’ 
worth of Christmas goods already have 
been placed, or promised. 

The individual retail shoe merchant, 
of course, must govern his buying 
policy according to conditions; but 
there is one thing that he can do with- 
out question, and that is to join in the 
movement to make this another success- 
ful “FOOTWEAR CHRISTMAS.” 

The idea of pushing shoes and slip- 
pers of good quality as_ practical 
Christmas gifts has gone over big dur- 
ing the past two or three holiday sea- 
sons, and the coming one should be the 
biggest yet. 

There’s many a man, woman and 
child who would feel truly appreciative 
of a gift of footwear this Christmas! 

For the best help and advice in se- 
lecting your stocks, get in touch with 
your WHOLESALER. He is in busi- 
ness to aid you. 

Incidentally, EASTER SUNDAY, 
1933, is April 16. Keep it in mind. 

We wish you all prosperity. 

NATIONAL ASSOCIATION OF SHOE 

WHOLESALERS. 


Colorful Fall Shoes 


Cuicaco—At Wolock and Bauers’ 
Michigan Avenue store, many handsome 
salon originals are being displayed in 
the windows, presenting much colorful 
atmosphere to the new fall shoe season. 
The theme idea is being shown in several 
attractive models with accompanying 
bags. Side closings are emphasized in 
various ways with bows, buckles, orna- 
ments, and trimmings that sweep around 
to terminate on the side instead of front. 

Conservative oxfords and pumps in 
black and brown suede is the choice, 
however, with the clientage of this 
house, Mr. Lew Kohn says: “Many 
classic pumps are being sold, this being 
the favorite shoe with the smart young 
woman who is fortunate to have a foot 





that looks well in this severe model.” 
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BEIGES 


Airc 1. ILK and woolen houses are working 
on beiges, natural shades, and string 


Seidbiaiiable Again colors for spring. Beige gloves are smart 


again, after several seasons of eclipse. 
In Europe, very well-dressed women 
matched their beige costumes by beige 
shoes during the past summer. 


Beiges bbe sus i From a merchandising point of view, 
the beige shoe means added volume. It 


| ae a Opportunity bridges the gap between the dark shoe 
season and the white shoe season. 


B ECAUSE the newest and smartest beige shoes are in tone- 
on-tone effects, the New Castle Leather Company presents: 


BLENDING SHADES 


Ormond No. 800 (Corosan) Natural No. 970 (Chaff) 
Topo No. 95 (Fawn Brown) Leaf Brown No. 97 
Suanee No. 172 (Indies) 


ol thes ©, ’ re 
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WHERE TO BUY 
Men’s Shoes 


| smceenne GRAD 


EAST WEYMOUTH, MASS. U.S.A. 








CUSHION 









FOR WOMEN 


THE JOHN EBBERTS SHOE CO., 


Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 


J. P. SMITH SHOE CO. 


Chicago, Ill. 


SHOES 











THE 


















Shoes Now Retail $8.50 Up. 
A. E. NETTLETON CO. 


H. W. COOK, Presiden: 
Syracuse, N. Y. 











Stacy Adams Co. 


Manufacturers of 











Richards & Brennan Co., Randolph, Mass. 
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TRENTON, N. J.—The accompanying 
photograph shows in part, the beauti- 
ful new home of the Fischer Shoe 
Shop, 80 East State St. This business 
is conducted by Louis Kuehner, assisted 
by his son Norman L. Kuehner. These 
together with two thoroughly experi- 


Saks & Co. Questioned by 
Federal Trade Commission 


WASHINGTON, D. C.—Attacks made 
by Saks & Co., large New York City 
department store, on “cemented” shoes 
have been made the subject of a com- 
plaint against that corporation by the 
Federal Trade Commission, which 
charges the prominent metropolitan 
store with prejudicing the public and 
unfair methods of competition. 

The particular statements by Saks 
were made in full-page advertisements 
in New York and Chicago newspapers, 
the complaint specified, and were made 
in the effort to further the sale of 
“Saks-Fifth Avenue” sewn shoes. One 
of these advertisements, printed a year 
ago in the New York Times, New York 
Herald Tribune, New York Sun, and 
Chicago Herald-Examiner, was repro- 
duced in full in the complaint. 

Saks in these advertisements, said: 
“A sewn shoe is made by stitching 
the leather onto the sole with tiny 
stitches, by hand. A ‘pasted’ shoe is 
slapped together and hardened into 
shape by a sole cement,” the specified 
advertisement declared. “A hand-sewn 
shoe is naturally flexible, bends with- 
out breaking, adjusts itself to the foot, 
is comfortable, and has a flexibility 
otherwise unattainable. 

“Putting your foot into a pasted shoe 
is like putting it into a plaster cast. 
Your foot cannot breathe. It is neither 
healthy nor comfortable. The pasting 
process is a quick, slapstick, vastly in- 
ferior, and very, very — method of 














shoe construction. 








A 70 YEAR OLD SHOE STORE REMODELS 










enced shoe men, Philip Matthews and 
Clifford comprise the selling force. It is 
the proud boast of this concern that they 
have been in business for the past 70 
years and that the business is still di- 
rected by the Fischer family. Nettleton 
and Peck shoes are among those sold. 








“We wish to repeat, there is not a 
pasted shoe in our entire Saks-Fifth 
Avenue stocks. We know that the 
woman of today is interested in new 
and lower prices, but we firmly believe 
she is intelligent enough also to de- 
mand quality.” 

Besides assailing the Saks criticism 
of “pasted” shoes, the Commission fur- 
ther charged that the products adver- 
tised by the New York store as hand- 
sewn shoes were not manufactured by 
hand but were typical machine-made 
products. The Commission defended 
the “cemented” shoe, pointing out 
that the products described as “pasted” 
in the advertisements have no paste in 
their manufacture; that cemented shoes 
are manufactured with “much care and 
accuracy”; that flexibility is not des- 
troyed by the cementing process; that 
“a foot can ‘breathe’ as well in a shoe 
made by the cemented process as it 
can in one made by the ‘sewn’ process; 
and the cemented shoe is not always a 
cheaper product because of the method 
of manufacture.” sf 

Saks was given until Sept. 2 to file a 
reply but subsequently has received an 
extension of a month in connection with 
its answer. 





New Family Shoe Store 


WAUKESHA, WiS.—The Big Shoe 
Mart has been opened at 329 W. Main 
Street. The new store carries a com- 
plete line of men’s, women’s, boys’, 
misses’ and infants’ shoes and is man- 
aged by David Dobrick. 

















Boot AND SHOE RECORDER 
combining THr SHOE RETAILER, Oct. 8, 1932 





. 
> 


THEY’LL DANCE —_ 


Signal Red Beaufelt 
with gold kid heel 


THE WHOLE NIGHT = === 
THROUGH... 


Srrone men have to rest in the stag line while the girls and women wearing slippers of 
Beaufelt never miss a dance. The beautiful texture and colors of Beaufelt complete the charm 
of each costume. Moreover, this perfected felt is not only lovely but comfortable. It holds its 
shape perfectly and never draws the feet. When beauty, style, and comfort go hand in hand 
they make a successful evening slipper or shoe. ¢ Manufacturers like to use Beaufelt. It 
handles in any process from welts to turns. It cuts without waste and is of uniform quality. 
Its colors are fashion-right and even. ¢ Shoes — 

and evening slippers of Beaufelt are being PERFECTED FELT... 

stocked by retailers from coast to coast. ¢ If 

you have not yet put Beaufelt in your line, 

write or call us for samples. 























REG. U.S. PAT OFF 


THE FELTERS COMPANY, INC. 


MAKERS OF FINE FELT FABRICS 
300 FOURTH AVENUE, NEW YORK CITY 


BOSTON CHICAGO ST. LOUIS DETROIT SAN FRANCISCO LOS ANGELES PHILADELPHIA 
GRIESS PFLEGER & COMPANY, INC., Cincinnati, Ohio CANADIAN LEATHER COMPANY, LTD., Montreal, Canada 
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WHERE TO BUY 


Children’s Footwear 








163 NUMBERS IN STOCK 
Write for New Fall In Stock Catalog. 


SHOE MFG.Co. 


MILWAUKEE.wWIS. 
| LANE BROS. CO., Boston, Mass. 








NEW ENGLAND STATES DISTRIBUTORS 





THE COMPLETE LINE 
OF HIGH GRADE 
CHILDRENS SHOES 
TO RETAIL AT POPULAR PRICES 
By 


Marathon Shoe Co) 





SPORTINBAK 





FLEXIBLE 
ANKLE SUPPORT 
SHOE 


EPHRATA SHOE CO., Inc. 
EPHRATA, PA. 








8, OF, Ore ee 


WHERE TO BUY 


Shoe Forms 


AF A AP 6 EP OP AP Ee ee, 


| Jarry Zorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Ine., Auburn,N.Y. 





Capitalizes Radio Advertising 


NEW YORK.—“Your feet are as important 
as your teeth. Take care of them both” is a sign 
in the windows of the local French, Shriner & 
Urner stores that is causing considerable com- 


ment from readers. Some of these comments 
are humorous, some serious, but all are interest- 
ing, says general manager F. O. Hale. 


» TRADE DOINGS 4 





Good Shoes and Sweet Music 
Win Championship 


Hupson FAutus, N. Y.—While the en- 
tire town turned out to welcome the 
American Legion Bugle and Drum 
Corps on their winning the state cham- 
pionship, George L. Weer was particu- 
larly proud of his part in the procedure, 
for it was from his store that the cham- 
pion band was fitted to their shoes. 

When questioned Weer said: 

“It is very interesting to note the 
part shoes played in the winning of this 
championship, for without smart good 
looking shoes, they would not have been 
able to score the 100 per cent for ap- 
pearance and without the utmost com- 
fort when marching, they could not 
have delivered the snappy music which 
clinched the coveted title from the 
numerous competing organizations. 

“Regarding the sale of Freeman 
White Buck Oxfords to the outfit, will 
say that I first secured a sample pair, 
sold the purchasing committee and then 
measured each man for a correct fit. 

“A rather peculiar circumstance de- 
veloped in the fitting as the smallest 
man wears a 5 C while the Drum Major 
wears a 11% D. 

“The Freeman Corp. cooperated with 
me in securing this order by rendering 
excellent service as well as assisting me 
in quoting a price which was very at- 
tractive on the number of pairs sold. 

“When the shoes arrived I fitted each 
pair softening the toe boxes and 
counters thus eliminating any trouble 
to the wearer and, as a final result of 
the transaction, have made new friends 
and customers. 

“During the coming year exhibition 
drills will be given in various parts of 
the State and Freeman White Buck Ox- 
fords will be worn at all times.” 





Baltimore Convention Shaping Up 

BALTIMORE—At a meeting called by 
General Convention Committee Chair- 
man Henry E. Wyman and George Hess, 
Chairman of the Display Committee of 
the Middle Atlantic Shoe Retailers As- 
sociation the following essential object- 
ives were advanced for discussion at the 
annual meeting: A closer relation be- 
tween manufacturers, wholesalers and 
retailers; a more flexible and equitable 
credit policy; a concentration plan of 
merchandise supply units; to encourage 
independence of thinking, independence 
of action, independence of merchandis- 
ing; merchandising policies commensu- 
rate with present-day conditions; re- 
establish a standard of quality in mer- 





Boot AND SHOE RECORDER 
combining THE SHog Reraizer, Oct. 8, 1932 








chandise; a fair distribution of the 
industry’s net profit to retailers, manu- 
facturers, wholesalers, tanners and 
traveling men. 

The display committee reported that 
more exhibition rooms have been de- 
finitely reserved for the convention 
which is to be held in this city Jan. 23, 
24 and 25, than were reserved this time 
last year. 
Customs Bureau Issues 
Anti-Dumping Order 

WASHINGTON, October 4—The Bu- 
reau of Customs of the Treasury De- 
partment on September 12 announced 
“an investigation of allegations that 
rubber-sole fabric top footwear from 
Japan and Czecho-Slovakia is being 
dumped in the United States. Pend- 
ing the completion of this investiga- 
tion of appraisement, officers are here- 
by directed to suspend appraisement 
on the merchandise in question from 
the countries named.” 

Then on September 29, the acting 
Commissioner of Customs issued an 
order to Collectors of Customs direct- 
ing the withholding of appraisement 
on canvas-top rubber sole shoes for 
such merchandise was to be construed 
“as of suspected dumping and as re- 
quiring the taking of anti-dumping 
bonds.” 

Bonds will be required on the invoice 
value of the footwear plus the duty. 
It is believed this action will greatly 
reduce the importation of rubber-soled 
canvas top shoes from Japan and 
Czecho-Slovakia, the manufacturing 
source of much of this footwear. The 
original action of the Bureau was the 
outgrowth of complaints of dumping 
of rubber soled canvas top footwear. 








Shoe Dyeing Made Easy 

BALTIMORE—The Cavalier Corpora- 
tion have recently brought out an inter- 
esting new development in shoe dyes. 
The retail shoe merchant who has been 
compelled to buy 30 or 40 different dyes 
and then blend them by the trial and er- 
ror method, can now buy the eight colors 
that represent the colors of the solar 
spectrum and then, to make any of the 
other shades, combine these eight in the 
proportion given on the key beside the 
desired color, the figures representing 
the relative number of parts called for 
of each pigment. In the outfit there 
comes a graduating glass divided in 
cubic centimeters that makes the fol- 
lowing out of the prescribed formula 
extremely easy. 

The colors are said to be the authentic 
colors of the Textile Color Card Associa- 
tion. The book on spectrum dyes con- 
tains a wealth of information that is 
useful to the retail merchant who is 
probably not a colorist. 





Directs Craddock-Terry Sales 

LyNcHBuRG, VA.—Announcement has 
been made here of the appointment of A. 
Lee Briggs as general sales manager of 
the Craddock-Terry Co. Mr. Briggs 
was formerly connected with the Inter- 
state Shoe Co. 


os 
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A lesson WA \ 
from the humble W\\O = 
Clothespin / 
| e 








Satin or Alligator . . the springy double 
tongue in the TRI-SLOT heel grips any thick- 
ness of heel covering as securely as the com- 
mon clothespin holds handkerchief or 
blanket. 


Simply tuck the two ends of the covering ApjySTS ITSELF TO 
material into the center slot in this patented ~ any THICKNESS OF 
heel (see diagram at right) and the tongues HEEL COVERS 
on each side spring back to hold these ends 
permanently taut. 


The result: a tighter joint and a heel with 
smoothly rounded breast edges that cannot 
loosen and become frayed. 


Like all Mears heels the TRI-SLOT is 
neater, smarter and superior in uniformity 


and accuracy of duplication. Specify the new 
Mears TRI-SLOT heels. 


FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, O. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y. Salem Depot, N. H. 


MEARS TRESLOT 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


8 A ee 












W. 8S. CHASE & sone, INC., 
HAVERHILL, MASS. 


In Stock Men’s Full oo Lined 
Handturned Slippers 


Priced from $1.60 


Kid Pullman Slippers 
colors and Black with 


Snap Pocket $1.35 
Zipper Pocket $1.50 


o 











estas gna ema 


Genuine Hand Turned 
fa-Steck te Retall 
$3 te $5 





1416—Tas 
















. 14056—T an 
Kid Opera 
$1.00 


o 











8. EVANS’ SON CO., Wakefield, Mass. 





















\, QUALITY TURN 
)\ ~ D’ORSAYS 


All Colors A & C In Stock 
te Retail at $2.00 
Write for catalogue 








FREEMAN-THOMPSON 
SHOE COMPANY 
St. Paul Minnesota 


















Men’s Hand Turned Slippers 


EVERITS OPERAS 
ROMEOS +— UP 
GOLDEN BROWN 


IN STOCK 
ROTH_ SH 






OE COMPANY 
MANUFACTURERS 








50 N. FOURTH ST. PHILADELPHIA 



















All sizes in stock 


No. C776—. 
mediate delivery. 
Ww for circular de- 
complete line of 
Rest-Rite Slippers. 


















Soft Soles— 
Hard Soles 


for men, women, children, boys and 
misses. Nice clean merchandise at 
prices that afford you a fair profit. 
Actually SLIPPERS THAT SELL. 
Catalog on, request. 
VINCENT HORWITZ £0.. Ine. 


lew York City 
Vee Dees, 137 Liswie's St. 
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A BASEMENT DE LUXE CHILDREN’S SHOP 
























The time has passed when the base- 
ment store can be used merely as a 
dumping ground—and allowed to look 
like one. It must have a character of 
its own. It must be tastefully, though 
not necessarily expensively, furnished 
and decorated. It must have some high- 
light which will tend to bring customers 
into that part of the store. 

Reasoning such as this was respon- 
sible for the installation in the base- 
ment of the store of Miller & Rhoads, 
Inc., of Richmond, Va., of the almost 
de luxe children’s shoe department 
shown here. While prices are not high, 
ranging from something under $2 to 
about $4 in the larger sizes, the depart- 
ment has been given all the trimmings 








». STORE CHANGES 4 











“Dermer & Son” Incorporated 


Detrorr—Dermer & Son Shoe Co. has 
been incorporated by Morton S. Dermer 
and his son, Harry L. Dermer, with a 
capitalization of $10,000 under Michi- 
gan laws. The company will be a sub- 
sidiary or affiliate of W. H. Bartlett 
Co., prominent shoe and ladies’ wear 
store of Detroit. Dermer is also inter- 
ested in other local shoe stores, in ad- 
dition to the large downtown store of 
the Bartlett company, of which he is 
the head. 





Arthur Solo Opens Store 


WATERBURY, CONN.—Arthur Solo has 
opened a retail shoe store at 120 Bank 
Street under the business name of the 
Clyde Shoe Store. Mr. Solo, who has 
been identified with the footwear busi- 
ness in this city for many years, will 
manage the new store personally. 
Joseph Strong is assistant manager. 
Only women’s and children’s shoes will 
be carried. 























ordinarily associated with much better 
locations. 

This department, named “Wonder- 
land,” occupies 37 by 24 feet, or about 
one-third of the entire downstairs shoe 
department, and was opened September 
7. Souvenirs for every child were the 
chief drawing cards, and sales, since 
then, have averaged 52 pairs per day. 

The walls of the department were 
made by covering rough studding with 
composition board which then was 
painted to resemble masonry construc- 
tion in a medley of brown, lavender, 
black, buff, blue and green. 

Buying for this department, as well 
as for the rest of the shoe departments, 
is in charge of R. C. Booze. 





To Sell Men’s Shoes 


BALTIMORE, Mp.—The Best Shoe 
Stores have opened an establishment 
at 531 South Broadway.: Men’s shoes 
are carried exclusively just as at the 
other Best Shoe Stores which have 
been recently opened in the Monv- 
mental city. The lower priced or so- 
called popular price range footwear is 
carried. 





New Store in Omaha 


OMAHA—The Houdek Shoe Co. has 
opened a store in the block just oppo- 
site the post office, a good retail loca- 
tion. A complete line for the entire 
family is the way the opening was an- 
nounced. The Peters Diamond Brand 
shoes will be handled exclusively. 





Has First Anniversary 


ALTOONA, Pa.—The Hall Hosiery 
Shop at 1409 Eleventh Avenue, con- 
ducted in connection with the Gingrich 
Shoe Store, celebrated its first anni- 
versary with a special sale. Richard 
J. Hall, the owner, is an experienced 
hosiery salesman. 
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NUMBER: 





ib more than 50 ports throughout the 
world, Surpass agents buy from the 
goatskin “collectors” of 30 nations and 
150 different “districts.” From these ports 
bales of our skins come to our tremen- 
dous warehouse in Philadelphia, that can 
hold a million and a quarter skins. 


Each working day the tannery instructs 
the warehouse to release from 16,000 to 
24,000 skins of specified natures, and it is 
up to the buying organization, that 
reaches into every continent, to have on 
hand a full supply of the type of skins 
we want. 


It is an amazing and an impressive 
fact that in 1931 our two great tanneries 
tanned and glazed more than 8,500,000 
skins, including more than 27% of the 


of a series of pen and 
camnera sketches in a 


.. Lhe Receiving Warehouse 





=—= modern tannery, trac- 
ing the successive 
operations in the con- 
version of raw goat- 
skin into Glazed Kid. 


» 





Black Glazed Kid tanned and glazed in 


this country. 


To discover values that will produce 
the most appealing finished shoes, we 
have found it is important to separately 
tan the different lots of skins that come 
to us. This makes the storing of the raw 
material an intricate one. 


After the skins are unloaded and 
weighed, they are shot to the storage floor 
down the chute shown above, where men 
stack them with hand trucks and a huge 
revolvator (a portable elevator-platform). 
In one place will be small bales tied with 
rope and with 100 flint-dried (sun cured) 
skins to a bale. Elsewhere will be bulky, 
wire-bound bales containing 600 dry- 


salted skins—or rope-bound, 400 skin 
bales. From only a few machine- 
equipped ports do bales come bound 
with hoop-wire, most are tied and treated 
under primitive conditions. But in every 
port of origin all Surpass raw skins‘ are 
carefully sorted and inspected. 


Some bales are in the warehouse, now, 
waiting for departmental orders to re- 
lease them to the tannery. We invite 
you to follow one lot with us through 
this series until it emerges as carefully- 
graded Black Glazed Kid. To build sales 
KNOW YOUR PRODUCT: and the 
tannage of goatskin is the fundamen- 
tal of all kid shoes. Our next sketch 
in this series will appear in the October 
29th issue of this magazine. 





SURPASS 


LEATHER CO. 








Black and colored glazed kid for 
outside stock and linings (also gen- 
uine Kangaroo) can be obtained 
from Surpass in any grade and 
of standard unvarying quality 


gth & Westmoreland Sts, 
PHILADELPHIA 
New York Boston Chicago 
Cincinnati St. Louis 
London (England) 
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WHERE TO BUY 
Ballet Slippers 








Outstanding ‘Miici" 
Tee Slippers 


Duro-Toe is the finest hard 
‘toe slipper made. 
tector 


ed and 
eee A ons mtta.o41) by 










. profit- Send for 
aa at $5.25. catalog. 
Concave Arch toe sli Ask about 
Patent No. 1,693,1 eadladive 
popular number at $3.95 franchics. 


CHICAGO STOCK 
DEPT. 
159 No. State St. 


LOS ANGELES 
STOCK DEPT. 


1951 Hillhurst Ave. 





Main Office & Factory 








BALLET SLIPPERS 


RIGHT AND LEFT LAST 






Black Kid 
Women’s Misses’ Child’s 
609 =... $1.05 1.00 95 
600 ... $1.20 1.15 1.10 
Brooks Shoe Mfg.Co. 
Swanson and Ritner Sts. 


Philadelphia 
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WHERE TO BUY 


Shoe Accessories 








EVER-READY, the Pad 

That Stops the Pinch 

‘ Insist upon Wyver-Ready felt skived 

vamp bite pots, Cost no more than 

—) ye quality 1+ > skived 
ad that ins results. Do not ac- 

cept substitution or imitation. 

Mid. by 


Security Shoe Findings Mfg. Co. 


327 West Monroe Street Chicage, Ill. 
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WHERE TO BUY 


W omen’s Shoes 


~~ 


iis 
Cara Bayne 











Internationally recognized as the acme of 
utility shoes. 

A product ‘of 
SHAFT-PIERCE SHOE CO., Faribault, Minn. 


Not a Profitable Customer 


NEW ORLEANS.—Harris Dickson, author, of 
Vicksburg, has worn the same pair of shoes 
continuously for 22 years and they haven't yet 
been resoled. But the uppers are beginning to 
crack a little. He explains that they are of 
desert goat skin and that he bought them from 
a cobbler at Port Said in 1910. 





> ON THE SELLING END <q 
W. R. O’Brien Joins O’Donnell 


W. R. O’Brien for a number of years 
affiliated with foot comfort work in New 
England, has been engaged by the 
O’Donnell Shoe Company of St. Paul, 
Minn., as a contact man in their Edu- 
cational and Sales Promotion Depart- 
ment. The O’Donnell Shoe Company at 
present engaged in conducting adver- 
tised demonstrations with their exclu- 
sive accounts in the various representa- 
tive cities in the East on their children’s 
Propr-Bilt shoes; and Mr. O’Brien re- 
ports the results in general of these 
activities very gratifying to all con- 
cerned. 








Stutts Becomes Partner 


BrooKtyn, N. Y.—Kurz & Lapidus, 
Inc., announce that David C. Stutts has 
been elected treasurer of the -company 
and that the corporate name has been 
changed to Kurz & Stutts, Inc. Mr. 
Stutts has been connected with this firm 
since 1919 and it is fitting that he 
should step into the place left vacant by 
the death of the late Henry B. Lapidus. 
Mr. Stutts is well known and well liked 
throughout the shoe trade and his many 
friends are glad of this step ahead 
which he has made. 





> STORE CHANGES 4 





Opens Men’s Department 
CorEY, PA.—Mervin M. Nast, owner 


of the Nast Co., who conducts a men’s 
store and ladies’ shop at Corey, Pa., 
has added an up-to-date men’s shoe de- 
partment on the mezzanine floor of their 
men’s store, featuring the well known 
Nunn-Bush line of shoe exclusively. 

Carlton W. Smith, who was con- 
nected with the Brownell Shoe Co. for 
twenty years, has assumed the manage- 
ment of this new department. Both 
Mr. Nast and Mr. Smith are elated 
over the way this new department has 
opened up. The Nast Co. handles a 
very high grade line of merchandise 
and enjoys one of the finest businesses 
in northwestern Pennsylvania. 





Dawson’s Bootery Opens 


WHEELING, W. Va.—Stanley Dawson 
is opening a new shoe store to be known 
as Dawson’s Bottery at 236 32d St., 
Bellaire. Mr. Dawson until recently 




















operated the shoe department at the 
Blum store in Bellaire. : 
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Starts Virginia Branches 


RICHMOND, VA.—A certificate of 
authority has been granted by the .Vir- 
ginia State corporation commission to 
the National Shoe Service, Inc., an 
Ohio corporation, with principal office 
in Virginia at Richmond, to conduct 
shoe stores.. Thomas B. Gay, of Rich- 
mond, is agent in charge of business, 
Maximum ‘capital is 500. shares with- 
out par value. 





Adds New Line 


SPRINGFIELD, ILL. — Announcement 
has been made that the Reisch shoe 
shop now is the exclusive agent for 
Matrix shoes for women in this city. 
A special display of the shoes is being 
shown at the shop. The Reisch shoe 
shop is one of the largest carrying ex- 
clusive footwear in Springfield. Knapp 
& Smith are owners and managers in 
the business. 





Leases Shoe Department 


CANTON, OHIO—William Meehan, for 
many years identified with shoe mer- 
chandising has acquired the ladies 
footwear department, (leased), in the 
Bon Marché store for women, Market 
Avenue N. The department has been 
completely renovated and new fixtures 
for the windows have been added. The 
footwear department is located on the 
main floor to the rear. 





Requests Charter 


CINCINNATI—Fleck’s Shoes,  Inc., 
asked for a charter at Columbus this 
week for a new shoe store business. 
The incorporators are: Adele Fleck, 
Herman H. Schrader and Mary Fitz- 
simmons 

Capital is 250 shares no par value 
stock. 


To Discontinue 

BuFFALO, N. Y.—Edwin W. Lauch, 
who for many years has conducted a 
retail shoe store at 1559 East Genesee 
Street, has discontinued business. The 
store has been closed in preparation 
for a retail liquidation sale of the mer- 
chandise stock claimed to be worth ap- 
proximately $3,800. 


Old Timer Retiring 


CiypE, OHI0o—Nathan Gold, who 
operated a shoe store here for 25 years 
has announced he will discontinue busi- 
ness, and a closing out sale now is in 
progress. 


Bentz, Inc., Goes Out 


DetTroIT—Bentz, Inc., one of the 
newer entrants into the retail shoe field 
in Detroit, with a store at 15 East 
Grand River Avenue, has gone out of 
business already. Edmund T. Bentz 
was head of the store. 
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LIGHT and 


UCO 


(TRADE-MARE) 


SHOE 


s 


In keeping with the trend 
of fashion, the Uco Shoe, 
constructed without staples 
or tacks in the shank or 


forepart, is extremely light- 


Wire staples temporarily hold the 
lasted upper tc the rib of the insole 
until a permanent bond is obtained. 
The rib and imbedded staples are 
then trimmed away, in one opera- 
tion, leaving a smooth even bottom 
requiring a minimum of bottom filler. tion makes it possible to 


weight and flexible. 


This method of construc- 


attach the sole by cement, 


s : = After trimming the surplus material 
® chainstitch, or lockstitch. the shank is placed in position, bot- 
tom filler is applied, and the shoe is 
ready for sole laying. The sole may 
be attached by cement, chainstitch, 
or lockstitch. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 
Dancing Shoes and Taps 








TAP SLIPPERS 






Dp 
Ribbon ties Sc 
BROOKS SHOE uFea. "co. 

Swanson & Ritner Sts. 














THE LEADING TAP SHOES 
IN STOCK 


Snalet on pi pees Ss for your 
TAP 


‘atent Leather 
Black Kid 





sample-pairs 
The Norridgewock Shoe Co., Inc. 
os NORRIDGEWOCK, MAINE comm 











WHERE TO BUY 
Spats 


ier 
BOND STREET 


Spats 


America’s best known 
and most demanded line. 
Styled in England — 
made in a full range of 
sizes and correct colors. 
Backed by timely, in- 
consistent 








tensive and 
po * 
da in, 


Strong merehandising 
helps—attractive packages. Immediate delivery from 
stock. Write today for samples to 

THE peiiLiane wre. pen 











WHERE TO BUY 
Work Shoes 








Altman Sponsors Felt Shoes 


New YorkK—Quite a remarkable busi- 
ness is being done this season on the 
new Balta Felt shoes featured by B. 
Altman & Co. The public acceptance of 
these smart shoes has been even better 
than was first anticipated, the store 
management therefore is well pleased 
with the continued interest shown. 

This featuring of felt shoes at a time 
when the eyes of the country are on 
Fifth Avenue’s Quality Week is of 
prime style importance. 





— 5 


The New 
Balta Felt 


with calfskin stripping 


ts just about the neatest. fleetest, 
best looking little town shoe these 
hard grey pavements have ever seen! 


10.50 


Pump or oxford, 
black or brown 






Is looks like New York, and it's going to make the 
tmpreanioe of « lilerme on thus hard-to-umpreas old 
town It's groomed, sophisticated, Gnished—and ia 
complete possession of that thing called chie. It's 
perlect for its purpose moreover—which is v0 go 
with char smartest of al] sown costumes, the black 
or brows woolen. 


Tes wade af “Beaulel”, fine quality and featheo- 
weight, erpped sed tipped wa calfdia. 


‘WOMEN'S AND MISSES SHOES. SECOND FLOOR 
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Adds Men’s Shoes 


AKRON, OHIO—A modern shoe de- 
partment catering to men only has been 
installed in the Lang Clothing Co. store. 
Bostonian shoes are sold. The new de- 
partment is on the main floor of the 
store and is most attractively equipped. 





New Shoe Salon Opens 


MapDIsoNnN, Wis.—The Simpson Gar- 
ment Co. has opened a new shoe:salon 
featuring the Florshiem shoe. I. J. 
Kwass is manager of the new depart- 
ment. 





To Discontinue 

CiyprE, On10—Nathan Gold, who 
operated a clothing and shoe store here 
for 25 years, announced that he will 
discontinue business after a closing 
out sale. 


OBITUARY 








Herbert S. Rollins, Sr. 


Cape GIRARDEAU, Mo.—Herbert S. 
Rollins, Sr., 60, who has been quality 
manager for the International Shoe Co. 
for the past three years, died Sept. 22, 
after a short illness. Previous to going 
to this city, Mr. Rollins held factory 
executive positions with several 
Brockton firms as the Diamond Shoe 
Co., M. A. Packard Shoe Co. and Conrad 
Shoe Co. He was widely known among 
U. S. M. Corp. employees. A widow, 
two children and three grandchildren 
survive him. 


Adolph T. Gabert 


PITTSBURGH, Pa.—Adolph T. Gabert, 
34 years old, died in the West Penn 
Hospital here on Sept. 20, after an ill- 
ness of five weeks. He was for many 
years associated with the sales depart- 
ment of the C. A. Verner Company, shoe 
dealers, but recently had been with 
Gimbel Brothers store here as depart- 
ment manager. His widow, a son and 
a daughter survive. He was a member 
of the Roman Catholic Church and was 
widely known to the shoe trade here. 


Chas. L. Myler 


Cuicaco—Charles L. Myler, who for 
many years conducted a shoe store on 
the south side of Chicago passed away 
suddenly. His widow, who was in busi- 
ness with him will continue the business. 
Funeral service was held Sept. 27 from 
the residence, 315 Elm Park Ave.,. 
Elmhurst. 








H. P. Meier 


MILWAUKEE, Wis.—Henry P. Meier, 
43, who with three brothers owned and 
operated Meier’s Shoe Store, 1806 S. 
16th Street, died Sept. 26, after an ill- 
ness of two months. Surviving Mr. 
Meier are his wife, Martha, and his 
brothers. 
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KENT 


AUTOMATIC 
GARAGES, NEW YorkK 






NOW OWNED AND OPERATED 
by the 
LEY GARAGE CORPORATION 


The last word in convenience 
and safety for your car: 
occupies its own particular 


offers every opportunity - 
for storage ~by the hour, 
the day, the month; - -- - 
with or without service.- 
Rates #1522 monthly and 
upwards.---*s+° 


Expert repairs on all makes 4 bf 
of cars.* * +e ee +See ] 
nent Se 


COLUMBUS CIRCLE 
61 ST. and COL. AVE 
Tel. COlumbus 5-0395 













KENT 
GRAND CENTRAL 
44 ST. near THIRD AVE. 


Tel. MUrray Hill 2.0460 


<Beae 


YOUR - CAR: NEVER.: TOUCHED -BY: HUMAN -HANDS 





























Your Store Name 
individualistic 


PRICE TICKETS 


Any Assortment of 
Prices Wanted 


100 tickets............... $2.50 
200 tickets................ 
—with store name in type— 
black unless otherwise _re- 
quested. 

(If special hand-drawn design 





add 75c. to initial order.) 
Without store name 

12 doze ....02.00cc000e $1.50 

0 Oe SE ee 85 

DRE onic o ceSbe rocco 25 


Check in advance must 
accompany order— 

For your Oct., Nov. and Dec. 

trims we have appropriate 
seasonable tickets in-stock. 

Samples on Request. .-“” 





(Actual size) 
ved border, green leaves on white ° 


stock—black figures pA 





_--*’ BOOT & SHOE 

Polly Clip ae RECORDER, 
Ticket holders BS 367 W. Adams St., 
% Gross ....$2.25 Lega OO with saga 
i with store name 

1 Gross .... 4.00 BAF 00 without store name 
cart. Disviccce check enclosed 

soot” eT eet errr eee 

aaa? Need tickets City 0.0 6,6 26 wes COP Ce Cen eb KO 86.66 bs 


- 


-- BR ccccce  § FRA ce ciccesedecsccscccccescces 
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REG, U.S. PAT. OFF. 


Exclusively manufactured in America 
by The Zapon Company, this water- 


proof chamois-soft material is avail- 
able in a variety of colors and patterns. 





in quality, style, dur- 
ability and modern- 
ity of patterns, 


ZAPON 


FOR SLIPPER UPPERS. 


is the acknowledged 
leader wherever fine 
slippers are sold. 
Zapon Uppers have 
attributes which 
compel attention, 
insure popularity 
and guarantee sales. 





THE ZAPON COMPANY 


A Subsidiary of Atlas Powder Company 


STAMFORD « « 





« CONNECTICUT 











Hunting Boot Customers 


[CONTINUED FROM PAGE 17] 


ments of hunting boots call for the best 
of materials and construction. The 
range of styles in hunting boots is very 
wide and care must be exercised to 
select the proper boot for the use it is 
to be put to; heavy shoes for rough 
heavy work, soft bottoms for still hunt- 
ing, soft iron edge and hob nails for 
mountainous country, etc. 

Abercrombie & Fitch Company fea- 
ture a number of the better known 
brands such as W. C. Russell Moccasin 
Company, G. H. Bass Company, John 
Palmer Ltd. of Canada, Buckingham 
Hecht Company, The Abbott Company, 
as well as several English makes. These 
goods are carried in stock for both men 
and women and the size range is long. 

Men’s shoes range in size from 5 to 
13—no widths in moccasins but hunting 
boots are carried up to A widths—and 
ladies’ boots run up to size 9 in various 
widths. This enables us to fit almost 
any foot that comes into the store. The 
rubber foot, leather top shoe is carried 
in stock in 6 inch, 10 inch and 16 inch 
heights for both men and women, and 
these shoes are used successfully in wet 
marshy ground and are particularly 
good for duck hunting and bird shoot- 
ing. 

Outfitted Famous Expeditions 

We have outfitted such well known 
hunting expeditions as the Martin John- 
sons, the Pathe Smithsonians, the Lamb 
Expedition—which is now in Thibet, 
Theodore Roosevelt, Lincoln Ellsworth, 
Amundsen and Sir Hubert Wilkins. 
They all bought the “Botte Sauvage” 
for a retreat boot. 

We have developed the proper shoe 
for different particular uses, such as 
the best. shoes for golf, for tennis, for 
the different kinds of hunting, etc. We 
never sell a pair of shoes without ex- 
plaining how the article is made, how 
it must fit, and what it is to be used 
for; and we never let a pair of shoes go 
out of the store unless it fits satisfac- 
torily. If the customer wishes a 
tighter or looser fit than we think is 
proper, we make a note of it and ask 
the customer to sign his name, so 
that in case of complaints we have that 
record to which we can refer and prove 
to the customer that the shoe was fitted 
as he wished. 


Must Know Sport Requirements 
One does not have to be an actual 


participant to-know the requirements of : 


sport shoes. Even a man who is not 
an expert can study the feet. In 
weighing the requirements of hunting 
shoes, the hunter wants a soft shoe 
fitted easily to put on over one or two 
pairs of woolen socks. If a man is go- 
ing on rocky ground, heavy shoes are 
needed, with a fairly good arch and a 
snug fitting heel; the shoes must not 
be flat. A hunting shoe should have a 
rocker bottom; in other words, it must 








turn up at the toe so that a man does 
not have to flex the shoe. If the shoe 
has a flat bottom, the wrinkling of the 
leather causes the foot to blister when 
walking down steep, rocky ground. 

Every shoe that is sold is used in 
some different part of the country and 
each shoe is used for a purpose. The 
shoe for mountaineering uses must 
have an outside counter, and hand- 
made malleable iron nails are driven 
in around the outside of the heel. 

Sales of hunting boots in our store 
run into thousands of pairs a year. 
Just the one item of the rubber foot 
leather-top boot is responsible for sev- 
eral thousand sales annually. Not bad 
at all for a side line. 

Every pair of hunting shoes—and, 
for that matter, every pair of mocca- 
sins—which leaves our store has a ticket 
attached to them which reads as fol- 
lows: 

“IMPORTANT 
“WATERPROOF YOUR SHOES AND 
“MOCCASINS 


“Have your footwear filled with good 
grease or Oil to keep in waterproof 
condition, as all leather is porous. Use 
Touradif Boot Grease on moccasins and 
in seams of boots and shoes. 

“Use B-Ver Oil for uppers and all 
light waterproofing. In drying, keep 
oil and grease filled leather away from 
heat of any kind. If it steams, it will 
be burned and destroyed. Never place 
shoes or moccasins near a fire or in the 
hot sun to dry.” 

On the reverse side of this ticket is 
space for the customer’s name and ad- 
dress, together with the store’s state- 
ment of quality. 


Play Up Football Theme 


[CONTINUED FROM PAGE 21] 


of well dressed football crowds instead 
of the pictures of the game. Pennants 
and banners again provide an effective 
background. 

Besides featuring football in the win- 
dows many stores hand out score cards. 
etce., with their advertising message 
printed thereon. Whitehouse & Hardy, 
who sell Johnston & Murphy shoes in 
New York, have found this effective 
publicity, as have also French, Shriner 
& Urner stores and many others. Some 
stores selling boys’ shoes give away an 
inexpensive football with a shoe pur- 
chase and certain manufacturers of 
boys’ footwear supply these footballs to 
dealers at an attractive price. 

The football theme is also effective in 
newspaper advertising and other forms 
of promotion. In every case it is best 
used to promote the outdoor types of 
autumn shoes for men and women, in- 
cluding smart walking and utility types, 
as distinguished from the dressier for- 
mal or semi-formal shoes. 
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To Build Selling Ads 


[CONTINUED FROM PAGE 28] 


rial and smartness of style, the use of 
editorial treatment can be resorted to in 
the ad unit. 

In using this form of copy you mere- 
ly stress the claims made for the shoes 
in other parts of the copy. This is per- 
missible and does a more forceful job 
of selling. But meaningless words, 
without purpose or conviction have no 
place in the copy and are a waste of 
time and money to reader and adver- 
tiser. 

A good measuring stick to apply to 
copy is to submit it to a few people in 
your organization. Prepare two pieces 
of copy affording an opportunity for 
a choice. This will avoid your getting 
a perfunctory reply, as in making a 
choice there is no risk of offending, 
which would be the case if it were 
necessary to criticise your copy. 

Too much cannot be said in favor of 
self-interest copy and its wide appeal 
to the consumer. We do buy things be- 
cause we believe they are going to 
benefit us and fill some requirement in 
which we, and we alone, have a prime 
interest. Self-satisfaction may sound 
selfish as an appeal, but when we check 
with ourselves regarding a majority 
of our buying actions, the deductions 
usually prove that they were prompted 
by a selfish motive. 

Crowd into your copy then, as much 
of the ME appeal as you can. Make 
it jump out at the reader in a manner 
that causes him to reflect that here is 
something that is being directed to- 
ward him for his interest and benefit. 
Recently some very strong examples 
of this type copy have appeared. Here 
is an interesting specimen: “If you 
are one of that exceedingly fussy little 
group of fashionables who simply can’t 
abide trick styles and who blithely ig- 
nore all budget limitations when you 
shoe shop then Delman shoes 
are for you. They have the same tre- 
mendous chic of an original Agnes 
turban, which in the hand, seems to be 
only a twist of fabric but 
chic they are and gorgeously comfort- 
able and more costly, because they too 
are designed by a master, and are cus- 
tom-made on slim, lithe lasts. We've 
town, afternoon and _ breath-taking 
evening shoes to show you.” 

The constant reiteration of the YOU, 
YOU appeal in the copy directed to a 
selected group certainly - registers the 
self-interest in this type of appeal. 
Another effective ad reads: “Suede 
shoes go with the new dull fabrics. 
The less lustre, the more smartness 
. . . for Your shoes and Your 
clothes. That’s why you can’t get along 
without suede shoes, for they get along 
with evening fabric, color and cos- 
tume.” With women wearing dull 
fabric costume materials a direct ap- 
proach to the proper shoe is made and 
where is the woman of today who does 
not want to be properly gowned. So 
it is of importance to have suede shoes 
with these dull fabrics. 








Boot AND SHOE RECORDER 
combining THE SHOE ReraierR, Oct. 8, 1932 


59 








ONE REASON— 


for hazard sizes accumulating and thus 
freezing intended profits on the shelves, 
is due to failure in individualizing the 
window display, plus the lack of an effec- 
tive selling message to “flag”, interest 
and hold prospective customers. Look- 
ing into your windows their foot prob- 
lem may be very much on their mind, 


£ << Pie 9 Four cards illustrated—each of a different month—from America’s finest, most 
but unless attractive “advertising cards colorful, best shoe selling, window display cards. 


are in place they get no answer to their 
problem. IT PAYS to get them then 
to come inside, and if the store is closed, 
then and there “sell”? them, so they re- 
turn the next day. : 
“Heart” sizes bought by the majority of 
your customers will pay your overhead 
and for merchandise bought, but the 
others if sold yield the net profit. 
RECORDER Display Cards vitalize your 
trims, make your windows pay out big 
and cost less than any other form of ad- 
vertising. Different from cards, signs 
and display pieces supplied by your 
manufacturer, they present the person- 
ality of your store, it’s courteous service, 
careful fitting, of good merchandise 
fairly priced. 

Each month a new seasonable set of 
cards with price tickets and merchandis- 
ing helps arrives on time to give the 
windows a new dress of color. The ser- 
vice is made to fit your requirements, 
therefore is available to only one mer- 
chant in a community or shopping 





RECORDER SHOW CARD SERVICE 
367 W. Adams Street, Chicago 


diate. Please send me full details and prices. 
TELL more—SELL more! : PN need vcccnsocceves BRN 0 00004 04asennes 
Samples and details on request. CINE Fe beet bcc Sho aKS SUN s sa Sac oa re aae nares 


re 
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CLAZ/IFIED ano WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
WEET. 2 wo 








SALESMEN WANTED FOR SALE 





Ve. residing in Ang ped Gos rubber cement Ln mea Compaaat . 
uffalo, N. Y. omen’s Novelties, $2. product enjoys reputation for quality. 
and $3.00 retailers. Established line. Com- Steam, water and electric power. porno SAAN SHOE rd-J 30), | LABEL 
mission basis. Address D-152, care Boot & D-147, care Boot & Shoe Recorder, 140 Federal i| \ SPECIALISTS 

& C 


Shoe Recorder, 239 West 39th Street, New Street, Boston, Mass. 0 
York, N. Y. \ — / FERS, DESIGNERS AND ENGRAVERS | 
THE AMERICAN PRINTING 1*° LABEL CO 


314-316 Ei2th St. CINCINNATI. OHIO 


ALESMAN WANTED: to sell a line of = = 
S Women’s shoes on Pacific Coast. Prefer FOR RENT Mite now fot Sanpeé&s 
man living on Pacific Coast. Address D-151, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











SPACE for Men’s Shoe department in Men’s 
high grade store—twenty-six years in best 
location. Grand opportunity for Men’s good 








shoes. G. S. FitzGibbon, Moline, Illinois. 





SPACE FOR LEASE 








WANTED TO PURCHASE 





ME8'S shoe department space on first floor 
—High Grade Clothing Store. Best loca- 
tion in city. No guarantee asked. R. S. 
Thorpe & ms, Lexington, Ky. 





We will pay the best price for 
your surplus or entire stocks of 4 
1 handi or department 


POSITION WANTED pe 


AN experienced shoe man and store man- 1 - - - og Ci 
ager desires satisfactory connection with 101 R ie 9 SNOW ty 
reliable concern. Address D-150, care Boot Phone Worth 2-5922 Est. 1880 
:. Shoe Recorder, 140 Federal St., Boston, 
ass. 


























We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 


Available as a Buyer Saal acta a large and 


and Merchandiser KIRSCH-BLACHER CO., INC. 


a buyer who knows his New Eng- 590 Broadway New York 
an sources an resources 0 

women’s shoes—through success- Phone CAnal 6-4298 and 4299. 
ful experience in buying and mer- 
chandising in large department 
store basement. 


Communicate with me if you HIGHEST CASH PRICES 


want your shoe department to 

ne ges ~~ — os, at PAID 
mark-up wit ast selling for shee stocks, slow sellers, ote. Shert time 

fe Transactions confidential. 


ootwear. leases taken over. 
Est. 1890 

















Address D-149, care Boot & 


Shoe Recorder, 239 West 39th MAX GLAUBERG 
Street, New York, N. Y. 327 Church St. New York City 
Phone: Canal 6-2883 












































CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 


75 cents. For all other classified advertisements the rate is 7 cents per ge Minimum 


~ 1 other cases each 


$1.25. When a box number is desired twelve words should be added for the address. In 
word of the address should be counted. 1 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. : Si 

*@ Advertisements for this page must be in our New York office on Friday of the week preceding publication. ®& 
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MERCHANTS’ NEEDS 








NEW MUDERNISTIC 
TICKET 


With or without “SALE” im- 
print. 


Carried In-Stock 


Any assortment desired. 
Samples on request. 





Coral background, orange and black trim, 
black printing. 


PRICE: With “SALE? Imprint: 
6 doz..... $0.85 ..2..seeeeeeeee $1.25 
13 Goce 1.50 ccc cece cccccce 2.25 
24 doz... 2.75 .seveee coveeeee 4.00 


Blank tickets—same prices. 
Celluloid Profit Ohart (Pocket Sice)—FRBB 
—with order of 24 dozen. 


In-Stock—37 ‘‘SALE!’’ denominations. 
In-Stock—93 denominations with design only. 
15e, per dozen additional for odd-price tickets 
ordered and not in stock. 


(Check with Order, Please) 
Merchant’s Service Dept. 


Boot and Shoe Recorder 
367 W. Adams St., Chicago, II. 











Results of Prague Fair 


PraGue—The results of the 25th 
Prague International Fair held from 
Sept. 4 to 11, have proved that although 
the crisis has not yet disappeared from 
Czechoslovakia signs of improvement 
are already visible. It is sure that dur- 
ing the whole period of the world de- 
pression the situation in Czechoslovakia 
was better than in nearly all neighbor- 
ing countries, but if we take into con- 
sideration the number of buyers who 
came from these states, especially from 
Austria, Poland, Yugoslavia, Rumania, 
Hungary and Germany, we may expect 
that also in these countries the crisis 
has finally touched the bottom. Buyers 
came also from other countries, as e.g. 
from France, England, U. S. A., 
Sweden, Italy, India, ete. Many signs 
show that the international trade and 
international business connections can- 
not be broken so easily as the protection- 
ists of various countries would like to. 
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Fashion’s Part in 
Economic Reconstruction 
[CONTINUED FROM PAGE 19] 


eye-shock of broken angular lines, in 
the deliberate distortion of classical 
forms. 

“Today, all that is finished. Any dis- 
tortion is a taint of the design. Lines 
flow in natural, yielding unbroken 
curves, colors are combined in simple 
harmony. Women have demanded this 
new orientation in the same spirit that 
they are dispensing with excessive 
make-up, which, under a conventional 
mask, hid their true personalities. 

“Such slight changes are straws in 
the wind. It is certain that this period 
of transition is going to offer new 
opportunities to women. Whether they 
are completely prepared for them or 
not, is a matter of conjecture. 

“The highest goal of the mode is to 
idealize the woman who seems best 
to embody contemporary aspirations. 
Every few years, depending on events, 
this ideal changes, and all the women 
who strove to follow it, seem to dis- 
appear. The brash flapper is only an- 
other horrible souvenir of the War, 
likewise the pale femme fatale—1922, 
and the frivolous pseudo-romantic 
Eugenie type of a few years ago. To- 
day, the modern woman is coolly de- 
tached, dignified, natural, fond of 
sports and culture, and aware of hori- 
zons other than the limits of her salon. 

“T consider it a particularly hopeful 
and significant sign that the trend of 
the mode is distinctly towards a natural 
silhouette and a sane elimination of 
frills. Instead of being hysterical, far 
fetched, uncertain, as might be conceiv- 
ably expected, the mode has never been 
more poised, more simple, more sure of 
its tenets. It is the direct result of the 
tremendous stimulation which current 


“events have given to creative imagina- 


tion. 

“T have been led to believe, from my 
work of the past six months, that ac- 
tivity is more than its own reward, that 
it even includes the relief we are all 
seeking from present economic ills. Do 
not misunderstand this; there is a dif- 
ference between them before progress 
is effected. 

“But we must act if we are to keep 
from stagnation and decay. And it is 
in activity that new paths will open 
before us, and obstacles fall away.” 





Beck to Move 


WASHINGTON, D. C.—The A. S. Beck 
Shoe Co. has leased business property 
at 1315 and 1315% F St., N. W., for a 
period of ten years. The property was 
leased from The Federal American 
Bank and Trust Co. The two store build- 
ings now are heing extensively re- 
modeled into one merchandising space 
for the company. 

The quarters leased are on the ground 
floor, basement and mezzanine of the 
building. The Beck Co. formerly con- 
ducted its business at 1315 F St., N. W. 
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MERCHANTS’ NEEDS 








RECORDER 
Window Display 
CARDS for 
OCTOBER 





Here’s a typical comment: ‘“‘We find your 
ecard service very valuable and indis- 
pensable.”’ 














Colorful, Artistic 
14 Different Texts 
to Select from 
Cards 7 x 12—3 colors 
Price Tickets Included 


Special Introductory Service 
3 cards, with blank tickets 
without card holders....$1.50 


per month 

7 Card Service..... $3.00 
9 Card Service..... 4.00 
13 Card Service. .... 5.00 


Card Holders Supplied 
Samples sent on request. 


Merchants Service Dept. 
BOOT & SHOE RECORDER 


367 W. Adams St. 
Chicago, III. 











Greenberg Opens in Baltimore 


BALTIMORE, Mp.—An entrant into 
the exclusive retail shoe field will be 
Louis Greenberg, until recently man- 
ager of the Baltimore branch store of 
the A. S. Beck Corporation. -He will 
open an exclusive women’s shoe shop 
at 44 West Lexington Street early in 
October. Shoe departments will be 
maintained on the main and second 
floors of the building. Mr. Greenberg 
has been identified with the retail shoe 
business of Baltimore and Washington 
for a number of years. 

Women’s footwear at the two popu- 
lar prices of $2.95 and $3.95 will be 
featured exclusively by Mr. Greenberg. 

















BOOTS AND SHOES 


Athletic Shoe Co., Chicago, Ill 
Ault-Williamson Shoe Co., Auburn, Me..... 


Bass, G. H., & Co., Wilton, Me 


“™ Booth, Walter, Shoe Co., Milwaukee, Wis., 
Back Cover 


Brooks Shce Mfg. Co., Philadelphia, Pa..54, 56 
Brown Shoe Co., St. Louis, Mo 


Capezio, New York 
Chase, W. S., & Sons, Haverhill, Mass 
Clapp. ss & Sons, Inc., E. Weymouth, 
48 


> ela Co., Ine., New York City... 41 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 48 
~~Emerson Shoe Co., Gardiner, Me 

Ephrata Shoe Co., Inc., Ephrata, Pa 

Evans’ Sons, L. B., Co., Wakefield, Mass... 


Florsheim Shoe Co., Chicago, Ill 
Freeman-Thompson Shoe Co., St. 


“™ Hazzard, R. P., Co., Gardiner, Me 
Herbst Shoe Mfg. Co., Milwaukee, Wis.... 50 
Horwitz Co., Inc., Vincent, New York City. 52 


™ Krippendorf-Dittmann Co., Cincinnati, Ohio 40 


Marathon Shoe Co., Wausau, Wis 
Miller, L., Long Island City, N. Y 
Musebeck Shoe Co., Danville, Ill 


Nettleton, A. E., Syracuse, N. Y 
Norridgewock Shoe Co., Norridgewock, Me.. 56 


Old Colony Shoe Co., Brockton, Mass 


Packard, M. A., Co., Brockton, Mass 
Peters, Branch of Int. Shoe Co., St. Louis, 
Mo. 39 


“™ Rice-O’Neill Shoe Co., St. Louis, Mo. .2nd Cover 
Richards & Brennan Co., Randolph, Mass.. 48 
Roberts, Johnson & Rand, St. Louis, Mo.... 29 
Robinson-Bynon Shoe Co., Auburn, N. Y.. 33 
Roth Shoe Co., Philadelphia, Pa 52 


Shaft-Pierce Shoe Co., Faribault, Minn.... 54 
Smith, J. P., Shoe Co., Ine., Chicago, Ill... 48 
Stacy-Adams Co., Brockton, Mass 
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A BUYING GUIDE TO 
OUR ADVERTIYVERY 


IN THIS 
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LEATHER AND OTHER MATERIALS 


Allied Kid Co., Philadelphia, Pa 


American Hide & Leather Co., Boston . 
New Yor 


Evans, John R., & Co., Camden, N. J....30-31 


Felters Co., Inc., New York City 

Gallun, A. F., & Sons Corp., Milwaukee, 
Wis. 

Goodyear Tire & Rubber Co., Akron, Ohio. .6-7 

Kistler Leather Co., Boston, Mass 

New Castle Leather Co., New York City... 

Surpass Leather Co., Philadelphia, Pa 

Zapon Company, Stamford, Conn 

es, LASTS, MFRS.’ SUPPLIES, 

RESSINGS, ETC. 
Mears, Fred W., Heel Co 


United Last Co., Brockton, Mass 


United Shoe Machinery ee 
. Bea Gone 


Vulcan Corporation, Portsmouth, Ohio, 
Front Cover 


SHOE ACCESSORIES 
Security Shoe Findings Mfg. Co., Chicago, 
Ill. 54 


Williams Mfg. Co., Portsmouth, Ohio 


Vamp Eez Co., New York City 


SHOE STORE EQUIPMENT 
Shoe Form Co., Auburn, N. Y 


MISCELLANEOUS 
American Printing & Label Co., Cincin- 
Ohio 60 


nati, 


Glauberg, Max, New York City.. 


Hotel Montclair, New York City.........++ 


Hotel Sherman, Chicago, III. 
Kent Automatic Garages, New York City.. 
Kirsch-Blacher Co., Inc., New York City... 


Simon, I., Co., New York City 60 





A Log Cabin for Hunting Boots 
[CONTINUED FROM PAGE 26] 


other and projecting at the corners, 
short pieces were carefully fitted into 
the joints at the corners. 

“The display shelves and stands are 
all made of rough boards and pieces of 
logs to carry out the camp idea. Boots, 
hunting hosiery, etc., are hung on nails 
on the wall. Ordinary lanterns are used, 
with flame shaped electric lights in- 
stalled in them. 

“The cabin was christened ‘Camp 
Comfort.’ A name with a double mean- 
ing. Pronounce it with the emphasis on 
the first word and then with the em- 
phasis on the second word, and you will 
see what we mean. 

“The cost of erecting this cabin, in- 
cluding the material, was a little over 
$100.00. 

“Arrows made of cardboard and bear- 
ing the inscription, ‘To the Log Cabin’ 
were placed throughout the upper floors, 
directing customers to the cabin. 

“Without exception, people liked the 
cabin idea, the comment was very favor- 
able and many people who didn’t know 
before, became acquainted with the fact 
that we carry a complete line of camp- 
ing and hunting footwear. In addition 
to that, the cabin provided an ideal 
place for putting the prospective cus- 
tomer into the proper mood for purchas- 
ing this type of footwear. 

“This space, which was formerly 
‘dead,’ is now the ‘bright spot’ of the 
downstairs department. A sort of a 
show place that creates favorable im- 
pressions and sends folks out talking 
about Brouwer’s Camp Footwear De- 
partment. 

“The cabin was built under the direc- 
tion of Stanley J. Brown, our display 
manager. 


Baltimore Fashion Show 


BALTIMORE, Mp.—The new season’s 
footwear—patent leathers, suedes, kid- 
skins, lizards and alligators, plain and 
in combinations, in black, brown and 
other shades, in pump, strap and tie 
effects—held the spotlight with gowns 
and coats in the fashion reviews staged 
by three prominent stores of Baltimore, 
Md., Hutzler Brothers Co., The Hub and 
Julius Gutman & Co. Large numbers 
of women attended these events staged 
on different days. Music enlivened and 
tea refreshed the audiences. 
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SHOE LACES 











SELLING AGENT 


FOR RAPID SERVICE 


To give faster service on all shoe lace 
orders we now distribute to the trade 
through our selling agents, the United 
Shoe Machinery Corporation. 


We manufacture a complete line of 
glazed, soft-finished, rayon, and mercerized 
laces, and branch offices located in every 
important shoemaking center carry repre- 


sentative stocks. 


By communicating your lace needs to 
the nearest branch office your order is 
assured immediate attention. Special atten- 


tion is given to all emergency orders. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 








JAARE 


PROBLEM/ 


Whee me 
THE /ERVICE I/ FREE TO YOU 


YOUR 





TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 

All manufacturers, wholesalers and others, 
having goods to supply the 2 following wants, 
should address The Inquiry Dept., BOOT 
AND SHOE RECORDER, 039 West 39th St., 
New York, N. Y. 

The RECORDER will then promptly for- 
ward such catalogs or letters directly to the 
inquirers. Please refer to code identifying 
number, so that we may immediately for- 
yw the information with the least possible 


N 1303. Police shoes. 


N 1304. Women’s snappy novelties to re- 
tail at $2.98 to $3.98. 


N 1305. Infants’ shoes and oxfords at pop- 
ular prices. 

N 1306. Valances. 

N 1307. Football shoes. 

N 1308. House slippers. 

N 


1309. Zipper high-top leather hunting 
boots. 


1310. Women’s evening slippers to re- 


N 
tail at $5.00. 

N 1311. Popular priced line of men’s and 
boys’ shoes. 

N 1312. Dancing shoes—toe, tap, and 
ballet. ; 

N 1313. Men’s “Hocker” bootees. 

N 1314. Advertising mat service. 

N 1315. Handbags to match shoes. 

N 1316. Women’s high-top boots with 
zipper. 

N 1317. Labels for sock linings. 

N 1318. Children’s patented arch support 
shoes. 

N 1319. Window materials for decorations 
and displays, 


N 1320. Arch support shoe stands. 


N 1321. Fittings for children’s shoe de- 


partment. 


N 1322. Women’s riding boots and jod- 
phurs to retail at $10.00. 
N 1323. Price ticket stamping machine. 


N 1324. General souvenirs. 





For Your Convenience We List the 


Following: 


Arch Appliances 
Advertising Mat Service 
Bath Room Mules 
Beach Sandals 
Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 
Slippers 


Bookkeeping Systems 
Book on Leather Industry (Free) 
Book on Rubber Industry (Free) 
Cash Carrier Systems 
Cash Registers 
Children’s Division, State Grade: 
Barefoot Sandals 
aeee shoes 
Infants’ moccasins 
Orthopedic 
Soft soles 
Bunny’s 
Sheepskin turns and Prewelts 


Chiropody Schools 
Dye Manufacturers 
Floor Coverings and Plans 
Foot Measuring Devices 
Handbags to Match Footwear 
Hosiery, State Grade: 
Children’s 
Men’s 
Women’s 
Labels: 
Carton 
Woven 
Lighting: 
Interior 
Windows 


List of Union Stamp Factories 


Men’s Division, State Grade: 
Army shoes 
Cowboy boots 
Field boots 
High cut shoes 
Moccasins 
Safety shoes 
White canvas shoes 
Work shoes 





N 1325. Good line of men’s shoes to re- 
tail at 3.00. 

N 1326. Men’s popular priced work shoes. 

N 1327. Women’s hosiery to retail at 75c. 

N 1328. Floor coverings and plans. 

N 1329. Men’s shoes in eile widths to 
retail at $5.00. 

N 1330. Reptile shoes with walking heels 
from stock. 

N 1331. Handbook of the feet. 

N 1332. Men’s dress oxfords. 

N 1333. Boys’ highcuts. 

N 1334. Official Scout Shoes for boys and 


girls. 
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Slippers: 


Tap Dancing 
Wool 


Active Sports Shoes: 
viation 
Basketball 
Baseball 
Bowling 
Boxing 
Camping 
Football 
shing 
olf 
Gymnasium 
Hunting 
Riding 
Soccer 
Tennis 
Track 
Rubber Goods 
Resident Buyers 
Riding Boot Accessories 
Store Fronts 
Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Foot rests for shine stands 
Fitting stools 
Mirrors 
Stock Cartons 
Shoe Laces 
Signs, Electric 
Stock Keeping Systems 
Souvenirs: 


Books 
Dolls and doll shoes 
General souvenirs 
Shoe Cabinets 
Shoe Dressings and Dyes 
Shoe Findings ] 
Shoe Heels 4 
Shoe Ornaments 
Shoe Trees 
Spats 
Trade Mark Directory of Shoes, etc. 
($1.00) 
Vamp Rollers and Stretchers 
Women’s Division: 
Ballet 
Tap 
Russian boots 
Dancing sandals 
Camping boots 
Orthopedic shoes 
Riding boots 
Sport moccasins 
Sport shoes 


Party Slippers 

House Slippers 

Wool Shoes 

Windows: 
Corrugated decorative paper 
Clips for price tickets 
Backgrounds 
Display art panels 
Floral decorations 
Reflectors 
Display fixtures, shoes 
Display fixtures, hosiery 
Price tickets 
Show card service 
Arch Support Shoe Stands 


Dancing— 
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IN-STOCK 










WE do not ask our custom- 
ers to tolerate the uncer- 
tainty and inconvenience 
of “back-ordering.” 


Ninety-nine per cent of 
Green in-stock orders are 
shipped exactly as ordered 
within 24 hours. 


Furthermore, our custom- 
ers know that Green in- 
stock shoes can be ordered 
with absolute confidence. 
They never deviate from 
the established quality. 


Catalog on request. 


* 


Double tip.. 
8/8 Heel.. 
AA to C 


- Rubber t 
-.3% t 
$2.50 


No. 4617—COFFEE ELK 
.Belting sole 


Op 


o 6 























* 


No. 5670—LINDEN—BROWN CALF 
Oak sole...12/8 leather heel 
ilhouwelt 
AAA to C...3 to 8 
$3.00 


No. 5020—NEWPORT—BROWN CALF 
No. 502I—NEWPORT—BLACK CALF 
Alligator trim...Oak sole 
10/8 leather heel 
AA to C...3 to 8 

$3.00 


No. 7100H—PATSY—PATENT 


Kid lined...French corded...12/8 covered 
heel. . .Silhouwelt 
A to C...3 to 
“$3.00 
No. 7100—Same in Misses’ and Children’s 
8% to 12...A to D...Spring heel. . 
12% to 3...A @ D. * teeter heel... $3.50 


7900L—REGENT—PATENT 


Kid lined...French corded 
12/8 Baby Louis heel. .Silhouwelt 
AAA to C...3% to 8 


$2.90 


SHOE MANUFACTURING COMPANY 
960 HARRISON AVENUE BOSTON MASS. 
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LOOK FORWARD TO 
the vogue absolutely 












seg kak Every source of authentic 
fashion information fore- 
7 on -...  €asts unprecedented selling . : = 


ase ? _-., Of white kid shoes in 1933. 


4 _ Every American woman and os 
girl who knows value has ~~ ha 


learned, especially from the be: 






past few years, that white kid 






shoes provide fullest satisfac- 






tion and best accent the cos- 


tumes of warm weather. 

























THE BEST SEASON OF ALL! 
for white kid and profits aplenty 


The entire world of shoe- 
making buys .. . and rebuys 2 
... THE WHITEST "ice de 
WHITES. The test of “ig 
, quality is usage over years ¥ ee: 
an and the demand, in this new : 
pT Be era of business, is for safe, 
aes tested merchandise. 
The dependability of LEVOR 


white kid and of the tannery 
to fulfill every service obli- 


SSRs ee 





aes 
as 







gation is without peer in this } ae 
industry. é 








i 













"The While House 


SM of America” 


NEW YORK 
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STANDS UP.. WON T 
SAG OR WRINKLE 


RESS the toe of any shoe that has an Arm- 
strong’s Cork Box and you'll see instantly 
why leading manufacturers use them. Or, for a 
still better test, wear a pair of these shoes yourself. 
Your feet will feel the difference. Where tip meets 
vamp Armstrong’s Cork Box Toes give soft com- ——_for this trimilocking Newark Last oxford. Armatvong’s Cork Bo 
fort in place of unyielding hardness. Yet they hold Toes help keep it stylish, comfortable, and free from wrinkles. 
the toe in stylish shape throughout the life of the 
shoe—won’t sag or crease. Firm sidewalls and @ 
forepart prevent flattening. You can use 
Armstrong’s Cork Box Toes in any style 


a 
toed. AKMSTRONGS 
toe, men’s, women’s, or children’s models. 

For further information, write Arm- ' 

strongCorké/InsulationCom- Armstroogs CORK BOX TOES 
pany; Cork Division, 933 Arch ATLANTA . Boston . CuiIcaco . CINCINNATI 
St., Lancaster, Pennsylvania. Product Derroir - NewYork -: PxartapetpHia - Sr. Louis 
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A 
RECENT DISPLAY 
OF 
PIED PIPER 
SHOES 
BY 
STIX, BAER & 
FULLER COMPANY 


e 
4 Ww STIX, BAER AND FULLER COMPANY 
SAINT LOUIS 


HERE are no peaks and valleys in the record of Pied 
Piper leadership and popularity. 


For it requires constant downright dominance to earn the un- 
wavering loyalty of the leading stores in America’s most im- 
portant cities. 


The eight-year record with Stix, Baer and Fuller Company— 
leading St. Louis Department Store—is another example in 
the lengthy list of successful Pied Piper long-term relation- 
ships. 


Exclusive, Patented construction—prompt, efficient service—- 
carefully guarded quality—painstaking workmanship—and a 
liberal cooperative policy—have contributed to making these 
connections successful, and, therefore, permanent. 


Get the full benefit of Pied Piper leadership and 
exclusive agency protection. Write now for new 
catalog—just off the press—compare the values. 


Full details. 





WORLD'S GREATEST HEALTH SHOES FOR CHILDREN 





larathon Shoe 


WAUSAU, WISCONSIN 


MANUFACTURERS OF JUVENILE FOOTWEAR EXCLUSIVELY 
SINCE 1914 
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SMART APPEARANCE 
with DEDENDABLE WEAR 














~ SILHOUW: 








The popular SILHOUWELT 
possesses certain features which 
add to the value of feminine 
footwear... The welt type of 
construction furnishes durable 
and dependable wearing quali- 
ties, and produces a comfort- 
able, snug-fitting shoe. 


At the same time, the lightweight 
outsole, close-fitting edges and 
shanks truthfully interpret the 
graceful lines of modern 
shoe styles. 


UNITED SHOE MACHINERY CORPORATION 


a BOSTON, MASSACHUSETTS aed 
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APPROVED 
FOR FALL 





VODE 
COLORS 


The Preference for and , . QO 
extensive use of 


CINDER BROWN 
Color 30—Cinder Brown 
and 
Color 32—Mascara Brown 














distinguish these two colors as 
leaders in Fall footwear. The 
former is a very rich, dark brown 
especially adapted to high style 
shoes. The latter, Color 32, is 
a true deep brown harmonizing 
with all other browns, and widely 
used for volume shoes. 


ALLIED KID COMPANY 


FALL LINING COLORS STANDARD KID 
COLOR 181-REGIMENTAL GRAY DIVISION 








MASCARA BROWN 










A mediun rvatlVe USE IN St 


R 117-FAWN BROWN. 


um di Drown Harmonizing 3 






COL 





209 SOUTH: ST. 
BOSTON 


LOR 118-GRISETTE 


ik gray primerily desrened for 





CO 





¢ 


black shoes, but usctul also with Paddock Green 
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U. S. PATENT RIGHTS 


HAVE BEEN GRANTED 


Under No. 1,885,598 


No Other Shoe Can Now Feature 
This Astounding Innovation 


SEAMLESS QUARTERS 


Exclusive patent rights have been granted The 
Gilbert Shoe Company for the bulb shaped heel 
with smooth, seamless back (see _ illustration) 
which was introduced to the trade a few months 
ago. This feature is obtainable in no other shoe. 
Its success was spontaneous. Scores of keen re- 
tailers throughout the country are now concen- 
trating their selling efforts on the new SEAMLESS 
QUARTER “KALI-STEN-IKS.” 





BULB SHAPED HEEL 

















: Your selling rights are now 
fully protected. The 

a: UI Cc K “KALI-STEN.IKS” franchise now 
‘ . means more than just a line of 
F A Cc T & well-built, well-styled shoes. It 
Fons brings you the strongest selling 
feature ever introduced to the 

No seams to rip or tear. ’ children’s shoe trade. SEAM- 
* LESS QUARTERS — BULB 
@ SHAPED HEELS—WITH NOT 

A SINGLE SEAM APPEARING 





No heavy back stays to IN THE SHOE BEYOND THE 
VAMP. Slow is the retailer who 

pe can’t visualize the tremendous 
sales possibilities in the new 

nee ape : ‘ “KALI-STEN-IKS.” Slow is he 
backing ae Oe ia - who doesn’t investigate imme- 
diately before this exclusive 


‘Seamless quarter lning 


_. @: f franchise is awarded to a com- 
petitor. Never before have you 


Fall leat he r counter. 
Pliable yet firm. e 


a 


Bulb shaped heel fits 
snug without binding. 


Fully tested and per- 
fected. 




















New York Office 
425 Marbridge Bldg., New York City 











been offered such a sound sell- 
ing feature, such an excellent 
profit-making line. Tone up 
your sales. Start now to 
capitalize on the most vigorous 
merchandising idea ever pre- 
sented the trade. Full details 
on request. 


THE GILBERT 
SHOE CO. 


THIENSVILLE, WISCONSIN 


Los Angeles Office 
327 Grosse Bldg., Los Angeles, Cal. 
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